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Workman at Sugar Bow! 
checking INTENSO ye 
before bank is raised to 
tower height. 
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Opens for Split-Second 
Rear Relamping 


Outstanding Features of , 


APPLETON INTENSO f 
FLOODLIGHTS 


Sights like a rifle to assure easy 
positioning ... even in daytime 
Calibrated 360° horizontal and 100° 
vertical adjustment for hair-line 
positioning 
Easy to service... release 3 flip 
clamps and back of lamp swings 
up and locks in position for 
re-lamping 
No need to re-position floodlight 
after servicing 
Entire interior accessible from rear 
for easy cleaning 
Rear section repositioned auto- 
atically in g ring groove 
...- equalized pressure against 
impregnated asbestos gasket 
protects against rain, ice, snow 
Exclusive louver ventilation 
provides lower operating tem- 
perature for longer lamp life 
Entire servicing job done without 
tools ... in seconds 
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One of 6 towers of 60 banked 
INTENSO Floodlights at the Sugar Bowl 


Always Daylight’ Illumination Scores A 


: , , : 
Touchdown for Everyone at the New Orleans Sugar Bowl 


@ Unlighted for 30 years, the choice of lighting experts, 
maintenance and financial men at Tulane for illuminating the 
Sugar Bowl was APPLETON INTENSO Floodlights! 
Because only APPLETON-engineered INTENSO provides 
the accurately planned high intensity illumination, ease of 
servicing, cleaning, re-lamping, and positioning that gives 
maximum trouble-free, year-round lighting. Write 

for full information on the complete line of 


APPLETON Alzak Aluminum Floodlights! 


Sold Through Franchised Distributors Onl 


od od ee), ene ileomeie) ia Nb 
1701 Wellington ® Chicago 13, Ill. 


Also Manufacturers of: 
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3 pole 100 amp 
Stab-lok breaker 


extends Stab-lok economies 
through 100 amp 240 volt.ac 
branch circuits! 


Federal Pacific surmounts the “rating plateau” with this startling new »ole automatically disconnec 
breaker. IMAGINATIVE ENGINEERING successfully built up th ) aid TH—Only three inches 
down the size, retained all these n§ lo f ATED ng ole Stab-lok Cir 
Approved for use as a plug-in ‘Ma circu baker in ¢ rd three neces U.L. APPROVED 
phase load center or as a “Branch” circuit br r a load center Once again Federal Pacific 
or an NALP Panelboard. COPPER-ALUMINUN LUGS—For wire ment consistent with its 
sizes to #0 AWG. THERMAL-MAGNETIC ACTION j ositive protection Stab-lok Breakers fit any 
for heavy overloads and short circuit faults eliminates nuisance 1g details send for Bulletin 


from harmless overloads. COMMON TRIP—Short circuit or overload o f Offices 
FEDERAL PACIFIC ELECTRIC COMPANY 
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memo 
TO OUR DISTRIBUTORS 


During a recent four day session in Detroit a lot of time was 
spent in discussing Square D's national advertising and sales 
promotion plans for 1960. You'll be glad to know that they 


are being expanded substantially over this year. 


Of more direct interest to you, We spent equally as much time 
facilities with which 


in developing plans, material and we can 


i 

make it easier for our distributors to stage successful local 
promotions . Square D goes into 1960 with 4 newly organized, 
well-staffed corporate advertising department, geared to work 
with you, individually, in profitable promotion -~ right in 


your own backyard. 


‘if A little later on, we'll be talking about "packaged" 
promotions with which you can tie-in locally with national 
programs. In the meantime, if we can help with a currently- 
planned local project, give the word to your Square D 


field engineer .-- OF drop me a note direct. 
Sincerely, 
w. J. Moriarty 
WJM: jw Manager, Distributor Relations 
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No... not quite... but if it were possible 
to guarantee profits for the Electrical 
Contractor ond the Electrical Wholesaler . . . 
NATIONAL PRICE SERVICE would do it. 


NPS can, however, provide a service that 
will save you time and enable you to find 
the right price... quickly... for a profitable 
estimate or sale. 


NATIONAL PRICE SERVICE is available in 
a single compact binder which has prices and 
illustrations in a simple format, condensed 
and refined from hundreds of catalogs and 
pricing references. And...N PS is always 
up - to - date. Use the coupon below for 
further details. 


13601 EUCLID AVENUE + CLEVELAND 12, OHIO 


Gentlemen: 


Please send me complete details about 
NATIONAL PRICE SERVICE 
immediately - no obligation 

i Nome 


Title 
Company 
, Address 


' City 





National 
Price Service 


HENDERSON-HAZEL 
CORP. 


13601 EUCLID AVENUE + CLEVELAND 12, OHIO 
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Credits and Collections 


CONTROVERSY for the sake of 
controversy? That’s an idea EW’s 
editors have never accepted or pur- 
sued. 

But the constructive and complete 
pro and con treatment of provoca- 
tive industry topics, with a view to 
upgrading the electrical distributing 
function—that’s one of our basic aims 

In this issue, you will find a perfect 
example. The subject: selective distri- 
bution—as related to the independent 
electrical distributor. 

The author is Albert J. Borelli, mar- 
keting director, Harvard Industries, 
Inc., Pittsburgh, Pa. The study, in his 
own words, “was undertaken at the 


suggestion of the management sales 
executives of one of the leading man- 
ufacturers of electrical materials,” be- 
cause “they felt that this was one area 
within the industry which offered an 
excellent opportunity for original re- 
search because so little data was avail- 
able on the subject.” To which we add 
an “amen” and recommend you turn 
to page 71, right now, to begin this 
fascinating study made with the help 
of the Bureau of Research, Duquesne 
University 


For more in this issue on long 
range modernization selling, multi- 
branch management, product appli- 


cation, etc., see contents page. 





IMPORTANT NOTE: Because several distributors have written to us stating 
that their employees could not possibly take the “20-Hour Electrical Course” 
(EW—May’59,p.56) and the examination (EW—Oct.’59,p.87) by our December 
1 deadline, we have decided to extend the deadline to May 2, 1960. Any com- 
pleted examination received up to that time that scores a grade of 75 or better 
will qualify the sender to receive the Certificate of Achievement. 


ELECTRICAL WHOLESALING—November, 1959 





to since 


fe 


Wa 
‘i 
= gy 


7 


j~aer 


ONE SURE SOURCE OF SUPPLY 
for all your wire and cable needs 


Quality products, ample stocks, dependable deliveries — that’s 
you get when you work through a Circle distributor. 

Quality products —because Circle controls every step in manufa 
turing —from the copper, lead, and zinc mined and refined by Cerro 
de Pasco down to the finished wire and cable — 

Ample stocks —because Circle is one of the country’s largest pro 
ducers with over a billion feet of quality building wire and cable 
rolling out of its huge plants yearly 

All-out service —because that’s a basic policy at Circle, a policy 
which has earned Circle its reputation for giving fast, friendly, de- 
pendable service where and when it’s needed. 

Why don’t you make a Circle distributor your “one sure source of 
supply.” Many other satisfied contractors do. 


WIRE & CABLE 


a subsidiary of 


Cerro ve Pasco Corporation 


PLANTS: Maspeth and Hicksville, N. Y SALES OFFICES & WAREHOUSES: in al! principa 


RUBBER COVERED WIRES & CABLES * VARNISHED CAMBRIC CABLES + PLASTIC INSULATED CABLES 
NEOPRENE SHEATHED CABLES « “CIRTUBE” EMT 
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MEDIUM and HIGH MOUNTING 
PORCELAIN ENAMEL REFLECTORS 


for 
400 WATT MERCURY 
and 


300-1500 WATT MOGUL 
Incandescent Lamps 





Now Quad, for 37 years America’s lead- 
ing manufacturer of RLM incandescent 
reflectors, brings you these newly de- 
signed 16” and 18” diameter all white 
reflectors that incorporate top ventila- 
tion with a protective drip shield. These 
quality RLM reflectors are designed 
for easy, economical installation and 
maintenance with socket or exclusive 
Easy-Tach construction for pendant or 
box type mounting. They have highest 
illumination efficiency, 54% of the light 
output is in the 0 to 40° zone with 33° 
shielding. Contact your Quad repre- 
sentative or mail coupon for details. 


SEND FOR FREE LITERATURE 


Gentlemen: Please send me details on RLM 
Medium and High Mounting Reflectors. 


Name. 





Address. 
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QUADRANGLE MANUFACTURING CO. 


Dept. 82, 32 S. Peoria St., Chicago 7, Ill. 


LETTERS TO THE 


EDITOR 





Still ““Tappable” 


Dear Sirs: 

Accept my sincere compliments on 
the July, ’59 issue of your publication 
treating with profits and procedures 
in handtools (“Tapping Today’s Tool 
Market,” p. 43). 

Would you be able to furnish us 
with 200 reprints of this portion and 
what would they cost? 


Jim ARNOLD 
JIM ARNOLD CO 
AUSTIN, TEX. 


@ On the way! If other readers are 
interested, prices are: 

1-49 copies—30 cents each. 

50-or over—25 cents each. 


Warehousing Ideas 
Dear Sirs: 

We are contemplating the construc- 
tion of a new electric wholesale build- 
ing near Crystal Lake, Ill. and are 
wondering if you would be kind 
enough to send us any reprints that 
may be of help or interest to us in 
connection with its construction 

Any help or cooperation which you 
may be able to furnish us in this con- 
nection will be greatly appreciated . . . 


ROBERT G. SCHLESINGER 
PRESIDENT 
A. A. ELECTRIC 
CHICAGO, ILL. 


SUPPLY CO 


e The last of the very few reprints 
we still had available have been sent 
to reader Schlesinger. Due to a con- 
stant flood of requests for such ma- 
terial, EW has exhausted the supply 
of reprints and tearsheets. Only our 
file copies remain. They will be re- 
printed shortly as a one-source port- 
folio of warehousing ideas to be made 
available later to the industry. Publi- 
cation date and price information will 
be forthcoming soon. 


Pardon Our 
Blooper! 


An article published in EW’s Sep- 
tember issue (“A financing plan helps 
sell lighting,” page 56) has created 
several erroneous impressions, reports 
Halsey E. Dickson, president of Leidy 
Electric Co., Phillipsburg, N. J. 
Foremost was the idea that the 
electrical contractor was the recipient 
of the loan for electrical work on each 
given job. Actually, it is the customer 
who applies for and receives the loan, 
thus incurring the obligation. 
Reaction to the article was im- 


mediate. Many letters and “a real rash 
of phone calls” to Leidy Electric and 
the Phillipsburg National Bank and 
Trust Co. moved Mr. Dickson to 
write us about correcting the mis- 
understanding. 
To set things 
explanation: 
“The application for loan is filled 
out by us as stated and shown under 
the portion entitled ‘SIMPLE FORM’ 
(p.57). The name that goes in is not 
the contractor’s name but the ultimate 
purchaser's name, so this is wrong. 
Of course it is possible under our 
plan for a contractor to make a loan 
with the bank if approval can be 
obtained, but this is not the intention. 
It is for use by the contractor and 
ourselves in getting the obligation di- 
rectly with the contractor’s customer 
and the bank. We do not want our- 
selves tied up on notes or loans, nor 
do we want to see our contractors 
tied up on notes or loans. Neither 
of us should be in the banking busi- 
for clarification 


aright, here is his 


ness. This is stated 
purposes. 

The contractor and ultimate user 
both appear before us. The user’s name 
is placed on the application. The 
contractor attaches the list of labor 
and materials to this application. They 
both go to the bank with an intro- 
ductory letter or phone call from us 
cot Gite ani. “Ties Wai, alee as to 
vestigation, decides whether the loan 
will be granted. Upon delivery of the 
materials to the job site, if approval 
is given, we receive Our money and 
after completion of installation the 
contractor receives his, which means 
that the contractor has nothing tied 
up except labor until job completion. 
Two checks are made—one to us 
and one to the contractor. 

“We find very few contractors who 
are interested in borrowing money 
on any job, as it will raise the price 
of the job as far as they are con- 
cerned. The interest rate must be 
included or else it is deducted from 
his profit, but he can elect to do so, 
if he wishes. 

“In further support of the plan, we 
might say that only last evening one 
of our good contractors came in and 
said, “Well, you must be right. I took 
on One on my own that the bank did 
not want and I am really sorry now. 
I am sweating to get the money.’ We 
did not sell him the materials on 
open account.” 

HALsEY E. Dickson 
PRESIDENT 
LEIDY ELECTRIC CO. 
PHILLIPSBURG, N.J. 
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Exclusively 
Stab-lok! 














save up to 30% on commercial 
and industrial distribution applications 


Now Stab-lok Double Bus Load Centers extend Stab-lok economies 
into commercial and industrial power distribution. ..accommodate 
two full rows of Stab-lok breakers...mains rated through 400 
amps, 240 volts, 100 amp maximum branch circuits... Plus all 
these important features: 


ri 


’ 100 amp two and three 
” Stab-lok breakers can be mounted opposite each other. 


finished with 
durable gray lacquer over phosphatized primer. Flush or surface. 


permits quick, easy load balancing on all 


phases. 


Simply lift interior from box—gives com- 
plete | box accessibility for quick wire pulling. 


provide quick, simple plaster adjustment. 


permit their use as templates for condui 


stubbing Full 4” gutters. 


Standard arrangements le concentric 


provide Ime 
knockouts. 
ation IS as 

easy aS mounting a wire connector to panel. Meets specification 
when door lock required. All locks keyed alike. Catalog No....TLOK 

are available in 1, 2, or 
3 poles rated 15 through 100 amps up to 240 volts a-c. All 
writers’ Laboratories, Inc. approved 
Write for Bulletin #1-125. Federal Pacific Electric Company, 
General Offices: Dept. 390, Newark 1, New Jersey 


Under 


FEDERAL PACIFIC ELECTRIC COMPANY 
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TIMES and TRENDS 





Selective Distribution—a First 


“One of the most provocative subjects within the electrical wholesaling 
industry is selective distribution—a subject which is continually being hashed 
and rehashed by manufacturers and distributors alike. Unfortunately, and 
in a sense inexplicably, much is said about it and too little is done about 
Mocccee 

With these terse words of introduction, Albert J. Borelli proceeds to do 
something about it—produce what to our knowledge is the first definitive 
study of selective distribution in the history of marketing literature. The 
purpose of his work is “to spell out the advantages and disadvantages of 
the selective distribution technique as related to the independent electrical 
wholesale distributor, with the primary objective of determining under what 
conditions selective distribution would and would not be a desirable marriage 
for the electrical distributor.” 

The study, completed this June in connection with Mr. Borelli’s graduate 
studies at Duquesne University School of Business Administration, is a 
remarkable document. Logically and relentlessly, the author investigates 
and analyzes every possible aspect of selective distribution from the 
perspective of the independent distributor. Participation in the system; size 
of investment required; guaranteed sales; price flexibility and control; limiting 
effect on brand selection; effect on the service function; sales training and 
technical assistance; advertising, sales promotion and market research; direct 
selling; degree of manufacturers’ support; dependency and destiny; legal 
considerations—all these are pinned down precisely in terms of distributor 
interpretations and opinions. 

The result is substance where heretofore there has been an assortment of 
assumptions and hazy definitions, plus a lot of lip service and plain hogwash. 
(This in no way aims to demean the handful of manufacturers who preach 
and genuinely practice selective distribution.) Thanks to the skillful research 
and analysis of Mr. Borelli, selective distribution has been freed of its Humpty 
Dumpty character: it no longer means what anyone chooses it to mean; it has 
a specific definition, and the distributor attitudes concerning it have been 
carefully delineated. 

In addition, selective distribution has been transported to the threshold 
of action. More than ever before, it’s possible now to base some realistic 
decisions on some hard facts. And toward this end, author Borelli has 
advanced some recommendations to both manufacturers and distributors. 
Here are two he directs to manufacturers: 

e “Those manufacturers now employing free or open distribution should 
make a critical appraisal of their distribution system in an endeavor to 
determine if they are not now taking a short-sighted approach in their 
distribution methods by overstressing sales volume rather than more 
profitable sales with a more efficient system of distribution.” 

e “Those manufacturers now engaged in selective distribution should 
carefully review their existing programs to determine if they are actually 
complying with the selective policies they have established. . . .” 

ELECTRICAL WHOLESALING is privileged to present extensive excerpts 
from Mr. Borelli’s study. The 24-page special section in this issue (page 71) 
represents an editing-down from the author’s 158-page manuscript. None- 
theless, we have preserved much of the original detail and documentation. 

We recommend this outstanding study to your attention. 


nila. 


EDITOR 





NuTone Built-in Intercom & Radio Gives You 
TWO “Cheerful Earfuls’” at ONE Low Cost! 


Nothing sells homes like music for the entire 
house! And when you combine it with the step- 
tem, you 








Saving convenience of an intercom sys 

lustrated is NuTone’s have TWO sales features that are hard to beat! 

Je Luxe Intercom-Radio 

Copper Anodized. Also . : — 

sueltiia tn fendined Here’s true luxury at a lo yrice! And you 

oo Ln. See can be sure of trouble-free performance with 
sets finished in Copper : : 

r Satin Aluminum Enamel NuTone S Intercom Radio, because e ary set Is 


guaranteed with an ironciad 


LISTEN TO REMOTE 


“sepeseee 


RADIO -INTERCOM 











NUTONE Intercome Radio is 


ot to Incite / 
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The NuTone Intercom leaves both hands 
free during installation. Ground strap 
assures permanent grounding. All boxes 
are easily adjustable to wall line. Front 
panels are big enough to cover roughly cut 
holes. Terminal board is on top of master. 


Wiring is marked for easy identification. 


Intercome Radio is 




















NuTone’s simplified control panel 





was designed with the “average 
homemaker” in mind. There are no 
complicated controls to confuse the 
user. All dials and slide switches 
are Clearly marked to permit easiest 
tuning, leaving nothing to guesswork. 


NAME 





WRITE FOR NEW CATALOGS 


FIRM — 





to NUTONE, Inc.. 


ADDRESS -_ 








Dept. EC-11, Cincinnati 27, Ohio 


CITY 














TOP OF THE NEWS ... . and its significance to you 





Steel, Strikes, and 
National Economy 


Russian Experts Tour 
U.S. Electrical Facilities 


t Electric Energy Sales 
| 


Consumer Credit and 


Tight Money 


TVA and Identical Bids 


Wire, Cable, and Cord 
Prices Rise 


Construction and Industry 
Activities Decline 


ea Rural Electrification 


November, 1959—ELECTRICAL WHOLESALING 





The nation’s longest steel strike has put a dent in the national econ- 
omy that will be felt by industry, employment, personal income and 
production well into next year. Meanwhile the nation’s industries are 
clamoring for more steel and copper too, due to a copper industry 
strike. (See copper outlook—page 124). 


A team of twelve Soviet electric power specialists toured various 
electric power systems and equipment manufacturing plants in the 
United States last month. The group was headed by K. D. Lavrenenko, 
first deputy minister of electric power station construction. A U.S 
Senator touring Russia’s electrical facilities has said the Soviet Union 
has taken the leadership in development, but not in production of 
hydro-electric power. 


Electric energy sales will add up to almost 626 billion kilowatt 
hours this year for a gain of 9.9%, reports Electrical World, a 
McGraw-Hill publication. By the end of 1960, energy sales should 
climb another 55 billion kilowatt hours or 8.8%. 


Consumer credit is rising rapidly, according to the latest business 
reports. A jump of $654 million is the latest figure reported. The 
surge in new extensions of consumer credit is already putting a strain 
on the money market, both through direct consumer borrowing from 
banks and in the lending of finance companies. 

Washington observers believe federal officials have gone as far as 
possible in tightening up money and still carry out anti-inflationary 
policies. (See High Voltage—page 1/2) 


The Senate Antitrust Subcommittee held a hearing in Knoxville, Tenn 
last month on charges by the Tennessee Valley Authority that it had 
been plagued by identical bids for many electrical products on which 
it was advertising (See Capitol Circuit—page 14) 


Prices of electrical wire, cable and cords have increased during the 
past two months, according to a trade source. Two manufacturers 
have increased prices slightly on their lines of wiring devices. Other 
price changes, according to the report, are increases in varnished 
cambric wire, portable cords, one manufacturer’s line of bus drop 
cable, and galvanized wrought iron conduit. A fittings and box 
manufacturer has increased its outlet and box prices 712%, the 
report says. 


Construction activities throughout the country declined in September 
for the first time in eight months as steel became harder to get, the 
U. S. Dept. of Commerce reports. Industrial production was also 
noted in the decline. Under construction activities the federal agency 
estimated the value of building work at $5.1 billion—down from a 
record $5.2 billion in August. Industrial output at factories and mines 
ran at 148% of the 1947-49 average, the agency reported. 


A group of rural electric co-ops in Indiana seeks the biggest rural 
electrification loan ever—$54 million for a generating plant, trans 
mission lines. According to a report, the co-ops will blame Secretary 
of Agriculture Benson if refused. Further efforts to trim his authority 
over power loans could follow. 








HIGH VOLTAGE 


Consumer Credit vs. 
Tight Money Problem 


ONSUMER credit is on the rise. 
The latest monthly report shows a 

jump of $654 million, continuing a 
sharp rise that began in the spring. 
According to the McGraw-Hill 
monthly report on business, many ob- 
servers believe that in 1960, consumer 
borrowing may well supersede the 
government deficit as the greatest 
strain on the financial system. 

The following three questions have 
arisen as a result of the rise of con- 
sumer credit: 

e What’s causing the rise in con- 
sumer credit? 

e Is the economy building up to an 
unsustainable credit binge? 

e Will the tightness in the money 
market have any effect on consumer 
credit? 

Research on the subject has 
brought forth the following answers 
to the above questions: 

e The rise in consumer credit is 
due basically to the general improve- 
ment in economic climate and is going 
hand in hand with rising sales of appli- 
ances, autos and other things consum- 
ers buy on credit. 

e It seems inevitable that increases 
in consumer credit over the next sev- 


It’s safe. ..Ut’s grounded with eral months will nourish a further rise 


P in sales of durable goods which is not 

CFsI Galvanized Steel Strand sustainable : 
e Tight money is not likely to 
have much effect on the volume of 
consumer credit, though increasing 














When grounding electrical installations, you can’t afford to use 
“second best” wire. Insist on a dependable steel strand that will Sabieile de anteelent anit see 
give years of trouble-free service —CFaI Galvanized Steel aa ae sine of —_ 
Strand. Woven in seven- or three-wire constructions, CFI Gal- borrowers. 

vanized Steel Strand is made in accordance with ASTM Speci- 

fication A-363 zinc coated steel Overhead Ground-Wire Strand. Danger Point 


For guy, messenger and other applications we recommend To determine whether consumer 
ASTM Specification A-122. CF&I is also prepared to produce credit is reaching a danger point, it 
uniformly galvanized strand to your own specifications. is necessary to examine (/) the present 
Remember . . . for quick delivery and com- corny Saeed ata py 
plete information, call the nearby CF«I sales sumer borrowing and current repay- 
office or your local electrical distributor. ment levels and (3) the terms on 

which consumers are borrowing. 

It is generally noted that the pres- 
ent level of total consumer debt out- 
standing is at an all-time high. Total 
outstanding debt as a percent of in- 

GALVANIZED STEEL STRAND come after taxes will soon reach an 
THE COLORADO FUEL AND IRON CORPORATION all-time high—nearly 15% by the end 


In the West: THE COLORADO FUEL AND IRON of this year. But this is less than 1% 
CORPORATION — Abaqunqee + Amari - Gling » Sube above the figure for December 1955, 
Butte - Denver - El Paso - Farmington (N.M.) - Ft. Worth - Houston = < . 
Kansas City + Lincoln + Los Angeles - Oakland - Oklahoma City the year of the last credit spending 
Phoenix + Portland - Pueblo - SaltLake City - San Francisco ree 
San Leandro - Seattle - Spokane - Wichita SI ie. 
In the East: WICKWIRE SPENCER STEEL DIVISION — Atlanta - Boston The amount of new borrowing is 
: ; . 7’ York « Phil hia ‘ - Pie 
— yen caaaban me athahy eee also at a record level, and is still rising. 
CANADIAN REPRESENTATIVES AT: Calgary - Edmonton - Vancouver - Winnipeg But on a net basis—that is, how much 


mn more cOnsumers are borrowing than 
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they are paying back—the current 
rate is still below 1955. 

e Repayments Higher — In the 
1955 credit spree, consumers borrow- 
ed $5.4 billion more than they repaid. 
At the end of August 1955 the annual 
rate of net new borrowing was $6.5 
billion, while at the end of August 
1959 the rate was only approaching 
$6 billion. The reason is that repay- 
ments are now running much higher 
than in 1955. 


Where To Now? 


On the basis of past relationships 
between consumer credit and _ in- 
comes, credit sales of automobiles 
and other durables could continue to 
rise at least through the first and pos- 
sibly the second quarter of 1960 with- 
out putting an exceptionally heavy 
strain On consumer budgets. Then 
consumers may find they are as amply 
stocked with goods as they care to be, 
and as heavily with repay- 
ments as their budgets will accommo- 
date. 


saddled 


Tight Money 


As 1960 approaches, consumer 
borrowing may well represent the 
most urgent demand for funds in the 
money market. By then, the federal 
treasury will have its seasonal deficit 
behind it and will be moving toward 
a balance between expenditures and 
revenues. Business borrowing will be 
active—both to finance new invento- 
ries and for capital spending. But, be- 
cause of large amounts of internal 
funds from profits and depreciation, 
there is no sign that corporations plan 
to do as much outside financing as 
they did in the capital spending boom 
of 1956. 

Already the surge in new extensions 
of consumer credit is putting a strain 
on the money market, both through 
direct consumer borrowing from 
banks and in the lending of finanee 
companies. 

Sales finance companies normally 
borrow from banks or other large 
lenders to get the funds they 
along to consumers. Because of the 
large amounts of money they require 
in an already tight market, the sales 
finance companies have had to pay 
higher interest rates on the money 
they borrow, but they will continue to 
be vigorous competitors for the avail- 
able funds. 

There seems little likelihood that 
the finance companies will be unable 
to get funds for consumer lending, for 
the larger ones, at least, are “top 
names” among corporate borrowers 
The commercial banks also will con- 
tinue to provide funds for consumer 
loans, despite their tight reserve posi- 
tion. 


pass 


Continued on page 112 


Why modern merchandisers have 


switched to 2 ASY: i EAT 


| 
electric freeze-protection 


| "Rasy-HEAT 


oT AYA-)- Mm aal-ee- Wot alot lot — 


foo Mm ot-Col.t-lellale him 







Choice of individual, illustrated 
boxes, easy to stack, display; 
or clear-view “Poly” bags with 
headers punched for hanging. 
Self-service “salesmen”! 







| “Rasy HEAT 
et--Me- Motel Olahd-lejel-lol am dal- 6 a 
a traffic stopper!” 


Profit-pack No. 3742! Not a dump 
box—offers bags and boxes in a 
working displayer. The 2 fastest- 
moving sizes, plus Fiberglas. Dealer 
gets display bonus, 35%% profit! 


“Rasy HEAT is so 
easy to use, to 


hn, Snow, to sell!” 4 " Basy-HEAT 


advertises heavily to get 
me more customers!” 













QUALITY, TOO! Guaranteed auto- 
matic and non-automatic Heat Band Kits, 
already assembled for easy installation. 
Moisture-proof vinyl bands hold heater 
wire in separate channels. Hermetically- 


sealed connections. Extra 12” of lead 
wire. Every electrical, hardware and farm 
supply dealer is your prospect. Write for 
attractive wholesale terms. 











WE'RE GOING ALL OUT TO BUILD 
DEALER DEMAND. PLAN YOUR 
SALES CAMPAIGN EARLY. ORDER 
A SUPPLY OF EASY-HEAT NOW! 





EASY-HEAT, IncC., “Blectric Anti-freeze Devices” 


Dept. BW, Lakeville, indiana 
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Latrobe 
Electrical 


Products 


“TRU-LEVEL” 3, jul... SOx. 


QUICK 
AND 
ACCURATE 
LEVELING 


EASY 
INSIDE 
CONDUIT 
ATTACHMENT 


A 2/2" deep, sheet steel, galvanized water- 
tight box, with a 3!” opening—la-ge 
enough for the hand to fit into—enab'es 
inside attachment of conduit without re- 


moving box body cover. 


A '/2" adjusting ring and 2'/2” long screw 
legs make tru-leveling quick and easy. 


Two '/2" and two ¥%” K O's in sides and 
three '/2” and two %4” K O's in bottom. 


This box was developed for concrete, tile or 


wooden floors with concrete base. 


Write for complete Specifications 


Listed under re-examination service 
Underwriters Laboratories, Inc 


“Latrobe” 
Pipe or Conduit 
Clamp 
This clamp is made 
with a double 
safety bite of case 
hardened tool 
steel. Two models 
—Right Angle and 
the Parallel support. Each model comes in 10 
sizes to handle pipe or conduit '/2” thru 4”. 





Latrobe Products 
Non-Adjustable Floor Boxes 
Adjustable Floor Boxes 
Gang Boxes—Cover Plates 
Pipe or Conduit Hangers 
INSULATOR Junction Boxes—Nozzles 


Insulator Supports 
nee Cable Supports—Fish Wire 
. ‘2 . 








Staple and Cable Clips 
and 212" 





Sales Representatives in all principal Cities. 


Pullman 


Manutacturing ©o. 


1209-1215 JEFFERSON STREET 


LATROBE. PA. 





CAPITOL CIRCUIT 





e@ The Senate Antitrust Subcommittee held a three-day hearing in 
Knoxville, Tenn. last month, on charges by the Tennessee Valley 
Authority that it had received “hundreds of instances” of identical 
bids for products—mostly electrical—on which it was advertising. 

Sen. Estes Kefauver (D-Tenn.) TVA supporter, had hoped to get 
in a propaganda lick against domestic manufacturers as part of 
his “continuing investigation into administered prices’—prices al- 
legedly established when a relatively few concerns are able to dominate 
a particular industry. Kefauver, however, got a pat reply to his 
questioning: All identical bids were made on standard catalog items. 
No solution was offered, although one purchasing agent suggested 
that TVA be allowed to negotiate for products. 


e The Kentucky Statewide Electric Co-op Assn. finally broke the 
ice, calling for payment of rural electrification loan interest rates 
equal to the “fair cost of money due the U.S. government.” The 
group called on its parent body, the National Rural Electric Coopera- 
tive Assn., to determine such cost, and then for legislation to be 
introduced in Congress next year. This is the first co-op group to back 
higher interest rate proposals, long advocated by the Eisenhower 
administration. 


e@ Slightly higher monthly power bills were paid on the average 
in 1958 over 1957, the Federal Power Commission reports. Residen- 
tial monthly bills averaged $7.36 per 250-khw (up six cents over 
the previous year), while average residential consumption during 
1958 was 280-khw a month. Average commercial bills for 750-khw 
was $27.87 a month (compared with the previous $27.70 average); 
and the average 1958 industrial bill for 200,000-khw a month average 
$3,283 (compared with $3,279 in 1957). 


# * * 


@ A Congressional joint economic subcommittee has heard testimony 
from various leading fuel industry leaders indicating that electric 
power demand will reach 6-trillion-kwh annually by the year 2000. 
Coal will remain the dominant fuel for power generating until shortly 
before the end of the 20th century, when nuclear power will replace 
it. Other conventional fuels—oil and natural gas—will continue to 
fuel about the same percentage of power generation that they do 
today, while hydro-power will grow slightly in relation to other forms 
of generation—although still will remain “relatively insignificant” 
to the U.S. total. 


e The first complete appliance survey of the rural electric market 
has been completed by the National Rural Electric Cooperative Assn. 
Survey was conducted entirely by the association in conjunction with 
200 of its 950 member systems. Biggest item which rural electric 
users said they plan to buy during 1960 was an electric freezer, with 
an electric water heater and clothes dryer close behind. 


* * * 


e Republican party platform on U.S. power development, just re- 
leased, calls for federal projects only in area of multi-purpose hydro 
plants. Thermal and nuclear power facilities, says G.O.P. report, 
should be developed entirely by local private or public (not federal) 
companies or groups. 
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CRESCENT INSULATED WIRE & CABLE CoO., INC. 


TRENTON, NEW JERSEY 
G 15 





NEW PRODUCTS 





“High-Low” Bulb 

Bulb features new high-low cycle 
of operation 
Bulb is designed to give 17% to 22% 
more light, according to manufac- 
turer. Bulb’s cycle of operation goes 
first to a high light output, then low, 
then high, and finally off. Available 
in 100-w, 150-w and 300-w high level 
sizes. @Large Lamp Dept., General 
Electric Co., Cleveland, Ohio. 


Fixtures 

New styles added to line of light- 
ing fixtures 
Varied materials of copper, brass, 
gold, teakwood and walnut are used. 
Fixtures are: black metal cylinders; 
reel pull down lamp with white metal 
p nels; pendant of triangular planes 
of black metal and white plastic; curv- 
ing black metal cylinder shade, 
rimmed top and bottom with slotted 
perforations; bubble globes of white 
cased glass with crosshatch pattern; 
cylindrical shade of twin semi-circular 
black metal panels set out from al- 
ternate inner panels of acrylic dif- 
fusers. cylindrical shade with twin 
semi-circular metal biack metal pan- 
els set out from alternate inner pan- 
copper; three black-flocked 
metal cylinders with circle cut-outs 
in random pattern with teakwood 
spreader; two cylindrical white cased 
glass shades e Thomas Industries Inc., 
Louisville, Ky. 


els of 


Electric Snow Removal 


Low-temperature radiant heating 
system installs beneath concrete 
New Unit, designed at 42-w per sq 
ft, incorporates pre-spaced thermo- 
plastic insulated anchored in 
steel mesh mats 10-ft long, 18-in wide. 
Unit, called “Sno-Melter,” is preas- 
sembled and may be rolled into place. 
Wire mesh is said to protect heater 
wire and add reinforcement to con- 
crete. Uniformly even heat is assured, 
according to manufacturer. e Easy- 
Heat, Inc., Lakeville, Ind. 


wire 
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Relay 


Suitable for use in a wide range 
of ac applications 


Direct monitoring overtemperature 
relay device designed to protect three- 
phase ac motors is suitable for use 
wherever overtemperature is a prob- 
lem. Unit consists of magnetic relay, 
two transistor amplifiers, diode net- 
work for signal separation and volt- 
age regulated power supply. Power 
supply ratings: 110, 208/220, 440 or 
550-v, 60 cycles. Pilot duty type con- 
tacts, 600-v ac maximum. e Cutler- 
Hammer Inc., Milwaukee, Wis. 








Magnetic Controls 
Across-the-line models can be used 
for constant speed motors 


Model 58 “RA” across-the-line start- 
ers and contactors for NEMA sizes 
0 and | for single and polyphase op- 
eration is now available. Units rated 
up to 7'2-hp at 220-v and 10-hp at 
440 and 550-v. Units feature: Epoxy- 
resin encased coils, wide voltage range 
coils, general purpose enclosure and 
solderless terminals. e Arrow-Hart & 
Hegeman Electric Co., Hartford, 
Conn. 


Cable Support 


For one or more wires in conduit 
sizes ranging from 2 to 5 in. 
Type “CV” aluminum cable support 
for use with all types of cables is 
said to provide rain-tight seal, conduit 
ventilation for vertical runs. Body of 
unit accommodates wedging plug 
which sits below top to form chamber 
for filling compound. Ports at bottom 
of fitting designed to permit air cir- 
culation inside conduit. e O. Z. 
Electrical Mfg. Co., Inc., Brooklyn, 
N.Y. 
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Electric Heating 
New line features sloped control 
panel for easier reading 


Redesigned wall, floor and bathroom 
models available. Wall models in 7 
sizes from 1,000 to 4,000-w. Bath- 
room models in 2 sizes, 1,250 or 
1,500-w, with or without adjustable 
heat control. Floor models in sizes of 
2,000, 3,000 or 4,000-W. @ Westing- 
house Electric Corp. Air Condition- 
ing Div., Staunton, Va. 


Incandescent Fixtures 


Units are designed to solve shallow 
plenum ceiling problem 
New “semi-recessed-shallow” incan- 
descent units can be used wherever 
construction limits depth above fin- 
ished ceiling. Units require only 3-in 
to 4-in recessing depths, according to 
manufacturer, and available in 
over 25 different models, in various 
sizes and lens bottoms. Also featured 
in the units are processed aluminum 
reflector and surface boxes with white 
enamel contrasting flange and door. 
e Edwin F. Guth Co., St. Louis, Mo. 


are 


Clamp 


New universal all-aluminum 2-bolt 
clamp is now available 
Clamps have large contact area and 
thick massive spacers which give con- 
ductor protection and high conduc- 
tivity, maker says. Rainshield design 
prevents washing away of inhibitor. 
Made of non-copper bearing alloy 
with anodized aluminum hardware. 
Clamp may be used on copper or 
aluminum conductors. e Jasper 
Blackburn Corp., St. Louis, Mo. 


Incandescent Lens Boxes 
New series includes two basic 
types of boxes 


Units, called Uni-Frame, can be fitted 
with either lens or glass bowl, frames 
and splays to make 24 basic combina- 
tions. 10-in unit accommodates 100- 
150-w lamps. 12-in unit accommo- 
dates 200-300 w lamps. e Day-Brite 
Lighting, Inc., St. Louis, Mo. 
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what does it mean in cable? 


No one characteristic alone determines good cable. It's the 
right balance of many qualities that counts. Carol has this balance. 
Look at these significant test results. 


BRAN D 





























CAROL | A B c 

Electrical Insulation Resistance (1) 17 16 68 

Cold Bend °F (2) —45 -90 50 

Abrasion Resistance (1) 62 100 92 

Ozone Resistance (1) 6 18 12 
Note: (1) 100 indicates best—others % of best (2) cold bend-—actuol test temperature 


As can be seen, needlessly high cold flexibility can be built into 
cable ... but only at the sacrifice of more important electrical prop- 
erties. And in Brands A, 6 and C you will also note the lack of 
balance between abrasion resistance and ozone resistance... which 
means these cables can crack long before they wear out. 


Carol, on the other hand, has not only the highest combined rating 
but is also the best balanced. As a result of years of experience and 
research, primary emphasis has been placed on the characteristics 
most vital in cable life and performance. 


To you, this means superior quality throughout ... extra quality and 
performance where it is most needed. 





when you call 


for cable— 






call for 





aene 


ol i:) Ge WA La 


PORTABLE CORDS +* POWER SUPPLY CABLE + CONTROL CABLES + WELDING CABLE + GOVERNMENT TYPES + CORD SETS 
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NEW PRODUCTS 





Power Cable 
New 28-kv power cable has 33/64- 
in thick butyl-rubber insulation 


In addition to its heavy insulation, 
cable has %1-in neoprene outer jacket. 
Outside diameter is 2.3-ins and weighs 
3.6-lbs per ft. Cable can be used for 
generators, tranformers and _ other 
distribution equipment. ¢ National 
Electric Div., H. K. Porter Co., Inc., 
Pittsburgh, Pa. 


Thermal Cut-Outs 
Protects against overheating in 
electric heating units 


Cut-outs are 25-amp bi-metal thermo- 
stats which can be installed in Elec- 
trofin heaters. Cut-outs are wired in 
series with heating elements. Abnor- 
mal temperature rise causes cut-outs 
to disconnect power circuit. e Berko 
Electric Mfg. Corp., Queens Village, 
N.Y. 


Load Center 


Device has lugs suitable for both 
copper and aluminum 


New 100-amp main disconnect meter 
socket-load center accommodating up 
to 8 single-pole or 4 double-pole 
branch circui.s is now available. Unit 
has knockouts in top of semi-flush 
enclosures allowing removal of cir- 
cuit wiring from top of box, as well 
as from bottom, back and sides. Rat- 
ings for unit are 120/240-v ac, sin- 
gle-phase, 3-wire. e Circuit Protective 
Devices Dept., General Electric Co., 
Plainville, Conn. 
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Connectors 


Units feature stainless steel clips 
which snap on to conductor 


Compression series CPT, extruded 
aluminum parallel groove connectors. 
Stainless steel clips provide for “hot” 
as well as “cold” installation, maker 
says. Shaped in one-piece figure “6” 
design, connectors are adaptable for 
either “L” or stirrup taps. Available in 
sizes to cover cable ranges from No. 
6 solid to 4/0 ACSR. ¢ Anderson 
Electric Corp., Birmingham, Ala. 


Pendant Lights 


Design-it-yourself units allow for 
varied lighting combinations 
New “Esprit” series features five 
pendant lights and three’ walnut 
spreaders of different shapes. Lights 
may hang singly, three in a row, three 
in a Cluster or six in a cluster, and 
may be hung at staggered or uniform 
levels. Spreader may be positioned at 
ceiling or at any point along cords. 
Pendants include a cone shielded by 
pierced and polished brass, an opal 
globe or “pleated” glass, an opal glass 
cylinder with a checkerboard belt of 
subtle grays, and opal cylinder with 
an over-sheath of finely striped glass, 
and a cylinder caged in wicker and 
rattan. All lights are open at bottom. 
e Lightolier Inc., Jersey City, N.J. 


Bus Grounding Clamp 


Designed for temporary grounding 
connections on substation buses 
Clamp, No. G3369_ features main- 
line conductor range of 1/0 stranded 
copper to 4-in x 4-in multiple and 
square bus and 4 IPS (4.5-in ID) bus. 
Tap range is No. 2 to 4/0 insulated 
jumper cable with ferrule. Coil spring 
at end of eyescrew provides resilience 
on solid-bus installations and prevents 
loosening by vibration, maker claims. 
e A. B. Chance Co., Centralia, Mo. 


Fixtures 


Units are made of translucent 


fibre glass and polished brass 


(1) Pulldown model has con- 
cealed in ceiling canopy, is held by 
thin wire cable surrounded by a coiled 
cord. It adjusts from 18-in to 45-in. 
Bottom switch conirols three 60-w 
lamps. (2) Single bullet model swivel 
mounted 10-in long, backplate 5-in. 
On-off switch. (3) Twin bullet adjust- 
able, is same size. Two 75-w lamps 
have individual controls. (4) Adjust- 
able wall fixture swings right or left, 
extend 25-in, and can be raised or 
lowered. Three 60-w lamps _ have 
three-way switch control. Comes 
complete with 12-ft cord and plug. 
e Virden Lighting Div., John C. Vir- 
den Co., Cleveland, Ohio. 


reel 
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Floor Boxes 
Designed for conduit installation 
in floor 


Series ‘88’, floor box units comprised 
of 4-in oc.agon outlet box, threaded 
outlet box cover, bronze adjusting 
ring and bronze floor plate with re- 
movable insert. Unit outlets at 
floor surface to accommodate tele- 
phone, intercommunications, light and 
power, maker Outlet boxes 
available 1'2-in deep with two %-in 
and two %4-in knockouts in sides, or 
2¥%-in deep with two ! and two 


has 


Says. 


12 -in 
¥4-in knockouts in sides, or four 1-in 
knockouts. All have three %2-in and 
two %4-in knockouts in bottom. e 
Steel City Electric Co., Pittsburgh, 
Pa. 


Pressure Switch 


For use as gradual control of 
electric heat unit ventilators 


Device called MS (Multi-Siep) Switch 
uses variable pneumatic signal to ac- 
tuate as many as ten electric heating 
elements in sequence for temperature 
level required, maker Normal 
supply pressure of switch is 15-psi 
Maximum supply pressure is 25-psi 
Air connections are Y%-in N.P.1 
Switches rated 20-amps at 125, 250 
and 460 V.A.C., 1-hp at 115-vac, and 
2-hp at 230-vac. Maximum ambient 
temperature is 160-deg F. e The 
Powers Regulator Co., Skokie, Ill. 


Says. 


1959 








Joe Rowe says :* 


“WE SAVE 
HOURS 
EVERY DAY 
WITH THE 
~- AMPROBE 
RS-3!”’ 











-AMPROBE RS-3 
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I'd like to know more 
AMPROBE RS-3. Please send me detailed story 


“Most of the time, I keep two trucks, a statior 
wagon and five men hopping the year roundor 
industrial maintenance, remodeling and res 
dential rewiring. I couldn’t do it without the 
RS-3 snap- around, t-ammeter-ohmmeter! 


“Last week, an internal phone system went out 
of order. Instead of it taking hours by the old 
method, my RS-3 found the trouble in minutes 

the selenium rectifier wasn’t putting out 
enough voltage. The RS-3 saved my time and 
my customer’s time. I don’t know how any 


contractor can get along without the rs-3!” 


Joe isn’t the only one who raves about the 


RS-3. Thousands of contractors and service- 
men everywhere have discovered that the all 
purpose AMPROBE RS-3 handles 99°¢ of all their 


test needs. It meets every service requirement; 

has three voltage ranges...0-150/300/600 

VAC; five current ranges from 0 to 300 amps; 

takes resistance readings as low as 0.5 ohms. 

Find out hou you can ent } irs from each 
jy the ; 


’ 
service ca ma ‘ poi miay. 


*yramid Instrument Cor ) 
630 Merrick Road, Lynbr _- we © 


about how Joe uses the 
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HOT SPOTS 


SEALTITE, TYPE H.C. (HOT-COLD), FLEXIBLE, LIQUID-TIGHT WIRING 
CONDUIT THAT WITHSTANDS TEMPERATURES FROM +221°F. TO —40°F. 


As design conditions for electrical equipment be- 

come more rigorous, flexible, liquid-tight conduit 

must be able to protect connections in even higher 
and lower—ambients. 

To meet the more severe temperature conditions, 
Anaconda Metal Hose Division has developed a 
new type of Sealtite-Type H.C. Tests show that 
Sealtite, Type H.C., operates safely at temperatures 
10°F. Its tough jacket 
is unimpaired, and the conduit remains liquid-tight 


99 | 


up to 221°F., and as low as 


and flexible throughout the range. 


CUTAWAY SECTION of 
Sealtite, Type H.C., 
shows tough extruded 
olyvinyl chloride jacket 

er flexible galvanized 


el core 


Additional opportunities. Sealtite Type H.C. opens 
the doors to new business by broadening the range 
of applications for flexible, liquid-tight wiring con- 
duit. Be ready to help your customers when they 
ask about Ty pe H.C.—get the complete information 
from your Anaconda Metal Hose representative. 
Or write: Anaconda Metal Hose Division, The 
American Brass Company, Waterbury 20, Conn. 

In Canada: Anaconda American Brass Ltd., New 
Toronto, Ontario. Sealtite is approved by Canadian 


Standards Association. 


Insist on 
the conduit marked 


flexible, liquid-tight conduit 


an ANACON DA product 





To increase your sales of outdoor lighting 


It turns post lights ON 
at dusk...OFF at dawn! 


Now increase your lighting sales, sell bigger and more 
profitable jobs, with the new Virden Mind-O-Light. Easily 
installed on any new or existing standard 3” post .. . with 
3’ O.D. post light, the,new Virden Mind-O-Light automatic- 
ally turns the lights on at dusk. It provides illumination and 
protection all night long when it is needed, turns the lights off 
at dawn, when it’s not. Completely electrical, it is installed by 
electricians. Doesn’t waste current. Perfectly safe. 

Quality made by Virden, from the finest materials, it is fully 
guaranteed for one year. 5 amp. rating. Available in aluminum 
or black finish, with or without convenience outlet. Requires no 
orientation. Over-controlled with inside switch. 

Your Virden distributor has the Mind-O-Light in stock 
now. Or mail the coupon below for full details plus a com- 
plete showing of the new Virden post lights and posts. 


~ —— 


Union Made 
UL Approved 


Another “‘light idea” from 


: Virden Distributors! 
§ f ry Your Builder ond Electrical Contractor 
4 g - customers will be seeing this ad in their 


LIG HT! N G a magazines. Get the Plus profits 


| the Mind-O-Light will bring! Tell the F 
A division of the John C. Virden Co., Cleveland, Ohio to buy it from you ‘ ) 


In Canada, John C. Virden Ltd., Toronto, Ontario 
Member American Home Lighting Institute 














= 


® John C. Virden Co 
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NOW, A COMPLETE LINE 
of all 3 types! 





4 LD (light duty) 








Now There’s a Frank Adam 
Safety Switch 
for Every Need! 


(Light Duty) (Standard Duty) (Heavy Duty) 


“ SCSD (standard duty) 


[LRA /A\ 
TY SWITCH 





30 to 200 30 to 200 30 to 1200 
amperes— amperes— amperes 
240-v., A.C. Indoor 240-v., A.C. or 240-v., A.C. or 
and “Raintite”. 600-v., A.C. Indoor 600-v., A.C. Indoor 
and “Raintite”’. only, flush or 


surface mounting, 
ea tieetel eeleeae ase 
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tr SAHD (heavy duty) 





NIX /ALD ANIM 








Regardless of the installation requirement —light, 


standard or heavy duty —there’s a Frank Adam Safety 


Switch to give long-lasting, trouble-free service. 
Frank Adam’s new LD switch—plus the SCSD and 
SAHD switches—assures you of the same superior 
engineering and dependable performance 

on every job, large or small. 


For more information see your wholesaler. He’s 
ready to give you off-the-shelf delivery! 


See our catclog in SWEET'S i ' 2 
RANK Sey 
DAM ELECTRIC COMPANY 
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Scrutiny 


BY ROME’S INSPECTION DEPARTMENT 


Rigid inspections of the Rome wire 
and cable products you sell insures 
customer satisfaction . . . and con- 
fidence in you! 

How’s it done? By a whole depart- 
ment of inspectors, separate from 
Production and Sales. Their job: 
make sure all Rome products are 
quality products. 

To keep up to date on the complete 
line of Rome quality products, see 
The Man from Rome—your Rome 
Cable salesman. He can detail “qual- 
ity” in every Rome product .. . for 
you or your customers. 


4 MORE WAYS ROME CABLE 
SUPPORTS YOU 


. ADVERTISING. Your selling job is 
made easier by Rome’s national 
advertising program—one of the 
industry’s largest. 

. RESEARCH. Constant research pro- 
vides you with the latest develop- 
ments, continually broadens the 
line. 

. SERVICE. Rome salesmen will be 
glad to work hand in hand with 
your own salesmen on unusual jobs. 


4. ENGINEERING. Rome engineers pro- 
vide technical advice to help you 
help your customers. 


ROME CABLE 
DIVISION OF ALCOA 


MEET 
THE 
MAN 


WHO'S DEDICATED 
TO YOUR JOB 
YOUR ROME CABLE 
SALESMAN 











WS 
NES 


ENGINEERED INTO 
BLACKBURN 

meee ALL-ALUMINUM 
2-BOLT CLAMPS... 






ALL WEATHER PROTECTION 


On Aluminum or Bi-Metallic Connections 





Contact surfaces guarded by rainshield design of cast- 
; ings—inhibitor will not ‘‘wash out”? even under driving 
wind and rain. 

Condensation is drained off through ports in castings 
regardless of installation position—never allowed to 
accumulate around the conductors. 


Designed with hot stick crews in mind. 


— 


) 


Massive all-aluminum clamp— including hardware—may A =S 

: - F mun 
be used on aluminum or on copper conductors with ae” 
ee eee ‘ ; . : ¢ s 
inhibiting compound. Extra thick, highly conductive Crace 
aluminum spacer separates dissimilar conductors for 
added corrosion protection. 
Four clamps accommodate a wide range of wire sizes 
main from 6 to 795 ACSR, tap from 8 to 397.5 ACSR. 
Write for samples and literature. 

Jasper 
Corporation 


1525 Woodson Road ° St. Louis 14, Mo. 
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Accelerated testing of cable. This machine, designed by AS&W engineers, is testing mining machine cable to determine its resistance to reeling and pay 
off under tension, abrasion, flexing under tension, kinking under tension. Just one of the ways to determine the best insulating and jacketing compounds. 


From portable tools to the largest power shovels, Amerclad Cables offer safe dependable service ’ 


It's how you mix ingredients in just the right proportions that makes a big difference in cable performance. 


(is8) Tiger Brand Electrical Wire & Cable 


A standard cable for every special job 


e Asbestos Wire and Cable e Varnished Cambric Cable 
e Mold-Cured Portable Corr e Interiocked Armor Cable 
Shovel & Dredge Cable e Special Purpose Wire & Cable 


Paper & Lead Cable e Aerial, Underground and 
Submarine Cable 
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in @ss) Tiger Brand Amerclad it’s better engineering 


and quality construction 


Engineered for the job. USS Tiger Brand Amerclad 
Cables are used in such a variety of applications that 
“engineering for the job’’ becomes extremely impor- 
tant. Special constructions are designed for electrix 
shovels, dredges, mining machines, welders and port 
able tools. Cable life depends on how well the engineers 
have anticipated all the destructive forces that a 
cable encounters in service. 


Quality construction. USS Amerclad’s highly flexible 
construction—rubber insulated conductors and Amer- 
prene jacket— is carefully designed to give you superior 
electrical performance and mechanical reliability. Dy 
namically balanced rope lay conductors, as opposed 
to loosely bunched groups of fine wires, give balanced 
performance and long, trouble-free service through 
elimination of unequal tension and elongation. 

Each conductor is separately insulated with Amerite, 
a tough heat-resisting, special rubber compound that 
exceeds the requirements of ASTM, and other industry 
standards. A rugged abrasion resisting Amerprene 
jacket protects the cable from mechanical abuse. 


Tiger Brand Amerclad Cables are as tough as they 
come. They soak up shock and vibration, withstand 
crushing impact, severe jerking and pulling for un- 
believably long periods. Used outdoors for mining, 
quarrying and excavating machines, Amerclad resists 
the constant wear and abuse from contact with rocky 


ground. And installed on lighter indoor equipment 
electric welders shop tools and motor leads Amerclad 
gives top performance even when it’s dragged over 
rough floors, through oil, grease or water 

Amerclad’s greater durability will pay for itself 
many times in unfailing service, and ability to handlk 
rated loads. It’s the toughest cord and 
cable money can buy 


electrical 


Send for catalog. The Tiger Brand Amerclad Cabk 
story is told completely in our new book 
reserved for you. We'll send the book without cost or 
obligation. American Steel & Wire, Dept. 9294, 614 
Superior Avenue, N.W., Cleveland 13, Ohio 


Ame Ame A . 8 . ademark 


we've 


American Steel & Wire 
Division of 
United States Steel 
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SOLA CONSTANT WATTAGE BALLAST 


WING OIA patent NOS 
27) AN hs PENDING 
? AND PAT’S "ENDING 
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SOLA ELECTRIC CO 
CHICAGO 50 ILL 


CHIC MADE IN USA 








Sola Catalog No. 77-10-202 
constant-wattage transformer 
for two H1, H25 or H33-1 
400-watt mercury lamps — 
outdoor, weatherproof service 
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Sola outdoor mercury-lamp transformer is 
smallest, lightest two-lamp, constant-wattage unit 


life as well as high lumen maintenance over the 
lamps’ useful life. Less than +1% variation in 
rated lumen output even with line voltage 
fluctuations as great as +13% 


Reduced in weight from 70 to 48 pounds and in 
diameter from 8% to 6% inches, transformer 
Catalog No. 77-10-202 saves time, money and effort 


in shipping, handling, and installation. Improved results from the 


Sola Electric Co., 4633 W. 16th St., Chicago 50, Iil., 


S 





operating characteristics result from a newly 
designed constant-wattage circuit combined with 
the use of Class-B insulation. Delivering ample 
open-circuit voltage for straight series operation 
of two 400-watt mercury lamps, the new model 
replaces series-sequence unit, Catalog No. 77046. 


Performance improvements include a lower crest 
factor (peak/rms ratio) of lamp current. Reduction 
to a value of only 1.6 contributes to extended lamp 


new circuit’s improved lamp-wattage regulation. 
The new two-lamp unit has an efficiency of 
90%, with a transformer loss of only 80 watts 


The housing is a single-piece, deep-drawn case 

. hot-dip galvanized and completely sealed. 
Special neoprene-covered leads are brought out 
through a neoprene plug in the threaded nipple 
The new Sola mercury-lamp transformer is abso 


lutely weatherproof and watertight 


Full engineering details and performance data are available in new 
bulletin MVO-359. Write for your copy to the Manager, Lighting Sales. 





CONSTANT VOLTAGE TRANSFORMERS 


DIivisSton OF 
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REGULATED DC POWER SUPPLIES 


BASIC 


PRODUCTS CORPORATION 


BIsNOp 2-1414 © Otrices in principal cities © In Canada, Sola Electric (Canada)Ltd., 24 Canmotor Ave., Toronto 18, Ont 
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There’s a Royal Flexible Cord for every service . . . made right and pack 
aged right... for fast, easy selling. Royal can fill FROM STOCK all your 
requirements for Rubber, Neoprene and Thermoplastic Portable Cords, Fix- 
ture Wires, Lamp Cords, Heater Cords, Machine Tool Wires, Thermo Cables, 
Bell Wires, and Coaxial Cables. Your nearby Royal representative is ready 


to give you full details, prices and prepaid shipping information 


ROYAL ELECTRIC CORPORATION, Pawtucket, Rhode Island 
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Here’s what top electrical contractors say 
about easily-installed SPANG raceways: 


M. B. FOSTER ELECTRICAL COMPANY, BOSTON. General 
Superintendent Vern Santas reports, ‘““This combination of SPANG 
Headerduct and cellular flooring is the most progressive step in elec- 
trical distribution in 25 years. Our men shown here on the National 
Life Building job work in teams for fast, accurate installations.” 
SPANG representative trained installation crew on the job. 


J. LIVINGSTON AND COMPANY, DETROIT. John C. Gnass, Job 


Superintendent, states, ‘We estimated a savings of 25% installation 
time using SPANG Headerduct in the new main office of the 
National Bank of Detroit. Two exclusive features of the SPANG 
junction box made this possible: corner leveling screws for fast, 
easy adjustment; and square openings for more working area.” 


You, too, can have flexible, modern electrical installations 

with either SPANG Headerduct or Underfloor Duct. 
For complete details on design and installation proce- 
dures, call your local SPANG Representative, or write to 
the National Supply Company, Two Gateway Center, 
Pittsburgh 30, Pennsylvania. 


PATTERSON-EMERSON-COMSTOCK, INC, SAN FRANCISCO. 
According to Job Superintendent Reave A. Tague, “The SPANG 
Underfloor Duct system we installed in the San Francisco State Office 
Building meets all today’s needs . . . and provides for inexpensive 
future expansion. We prefer SPANG Underfloor Duct, because the 
number of component parts are few, and all fit together easily.” 


a 


WALTER J. BARNES ELECTRICAL COMPANY, NEW ORLEANS. 
Walter J. Barnes, Proprietor, says, ““SPANG Underfloor Duct offers 
ease of handling and installation. For Moisant International Airport 
extension we installed SPANG Underfloor Duct to handle the power 
and telephone wiring. Particularly we liked the carefully-designed 
junction boxes, which eliminated installation errors.” 


THE NATIONAL SUPPLY COMPANY 
Subsidiary of Armco Steel Corporation N07 


TWO GATEWAY CENTER, PITTSBURGH, PA. 


SPANG 
UNDERFLOOR 
DUCT 


















Tape it easy, Mac! 











Gold Seal Tape sticks tight in any weather 


You can do a first-class insulating job — easier and faster — 


with Gold Seal Friction Tape. It tears evenly, conforms 





readily to uneven surfaces, sticks tight in any temperature and 
under all weather conditions. And one thickness insulates. 
For lasting “tack”, for all-around insulation protection, 
ask for Gold Seal Friction Tape. Made by Jenkins Bros., 
Rubber Division, 100 Park Avenue, New York 17. 





Gold Seal FRICTION « Rubber + Plastic Tapes...Commercial and Specifications Grades 
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PARANITE THW and RHW 


Two types available for 75°C wet or dry specified applications 


NEW! PARASYN® TYPE 


THW 


THERMOPLASTIC INSULATED 
600 V BUILDING WIRE 


New UL listed 75 C building wire 
for wet or dry applications. Spe 
cially formulated Paranite vinyl 
msulation. Small diameters, slick 
silkkone finish, color availability 

felimeelatialeltiic 


idling costs! 


MYLAR TAPED * 
PARATEMP* TYPE 


RHW 


600 V BUILDING WIRE 


Both UL listed 75°C wet or dry location 


Here are two improved building wire products—both offering 
you outstanding performance in similar installations. Standard colors 
available from stock in both solid and stranded, sizes 14 AWG 


through 500 MCM for the THW ... 


and 14 AWG through 1000 MCM for 


the RHW. Get acquainted with advantages of both wires— 
write today for complete technical information! 


PARANITE WIRE AND CABLE DIVISION 


Essex Wire Corporation, Marion, Indiana 


Sold only through recognized electrical distributors 


MANUFACTURING PLANTS: Marion, Ind.; Jonesboro, Ind.; Tiffin, Ohio; Anaheim, Calif. A : 
® Saies Offices and Redistribution Warehouses in all Principal Cities “em 


ut errs 


Taped with * Dupont "M 
(AWG 6 and larger) tc 

an improved moisture 
with higher dialectr 
Resulting diameter re 
better fit conduit. Sa 
impregnated, braid 
lubricated with spe 


reduce pulling resistance 





Each Carton packaged to re- 
duce handling and labor cost 
with “color-coded” labels plainly 
showing type, size and color of 
wire. Also, new reel cards for 
instant identification and 
inventory control 
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SPECIALTY PRODUCTS DIVISION 


presents 


WIRE GLIDE 


WIRE PULLING COMPOUND 


















Especially developed for use with 
ALUMINUM and STEEL CONDUIT .. . 
“cool lubricating” qualities and 
adherence to cables and wires 
till the end of the pull, prevents 
wear caused by other compounds that 
fail to reduce heat and friction...... 


Equally as good in all other 
raceways .. . absence of free alkali 
in compound prevents damage 
to insulations, raceways, containers, 
skin or clothing. 
Try it yourself and see........ 









Reusable Vinyl Glove 
with every purchase of gallon or over 


ELECTRICAL FITTINGS CORP. 
® WOODSIDE 77, N.Y. 





Manufacturers of 

ELECTRICAL FITTINGS 
SWITCH and OUTLET BOXES 
TUBULAR PRODUCTS 


























NOW THEYRE BOTH. 


LS aaa 







a, ae r . ze = - = 


em 








(Safety Grounding) 
SG-62-I Duplex Receptacle 
15 ampere, 125 volt 





’ | —y aa 


EXTRA 
SAFETY FOR 


HOMES 
SCHOOLS 
NURSERIES 
HOSPITALS 
SANITARIA 
PRISONS 
WORKSHOPS 
GARAGES 



















| SAFE 


NEW nussect | \\JTN SAF E 


SAFETY GROUNDING RECEPTACLE 


@ PROVIDES GROUNDING PROTECTION 
FOR USERS OF ELECTRICAL 
TOOLS AND EQUIPMENT 


@ SHUNTS CURRENT HARMLESSLY 
AWAY FROM OBJECTS 
INSERTED IN SLOTS BY CHILDREN 


Only Hubbell “‘TWINSAFE’’ 
provides these 2 Safety Features 


FIG. I—A slot for grounding 
power tools and appliances 
equipped with plugs having 
U-shaped grounding blede. 





FIG. Il.—Internal 
construction thet 
shunts current 
harmlessly away 


7): 
i 








HARVEY HUBBELL, 


BRIDGEPORT 2, CONNECTICUT 


You will find two safety features in the new Hubbell 
“Twinsafe” receptacle that are combined in no other 
convenience outlet today: 

A U-shaped grounding slot that instantly grounds 
power tools and appliances equipped with any 
standard grounding cap, as in Fig. 1 

A design that permits current to flow out 
through the slots only when both blades of a 
standard cap are firmly in place 


If, as shown in Fig. 2, a metal object thicker 
than 0.031” is inserted in one slot, it causes fibre 
insulating disc A to press against spring B, causing 
B to touch C, which is the power supply. But instead 
of the power’s flowing to clip 3, which the inserted 
object is touching, ““Twinsafe’’ construction shunts 
the power harmlessly to the opposite slot. (Note 
that, on the side of the idle slot, spring B, is not 
touching power supply C, because dise A; is not 
pressing against it 

Protection is complete even if a child tries to 
insert both points of a hairpin in the two slots at 
once. The insulating discs are so positioned as to 
make entry difficult. Furthermore, for the discs to 
be moved enough to establish the internal electrical 
contact, the inserted object must be more than 
0.031” thick—-which the leg of a hairpin is not 


The Hubbell ‘“Twinsafe’’ receptacle SG-62 for 
15-ampere, 125-volt current costs only a trifle more 
than ordinary equipment, but it is worth many 
times the difference in added safety and peace of 
mind. In schools, mental institutions, hospitals, 
prisons, and similar structures, use of ““Twinsafe”’ 
is practical insurance against tragic accidents. 


“Twinsafe’’ receptacles fit standard outlet boxes 
and are installed by qualified electrical contractors 


INCORPORATED 


IN CANADA, SCARBOROUGH, ONTARIO 








THE BEST COSTS LESS... 2.2o0./ 


Stocking Republic ELECTRUNITE® E. M.T. is as easy, as 
popular, as fast-moving —as selling candy in a drug 
store. Across the counter, or off the shelf, electrical con- 
tractors want it fast! 

Quality made of highest grade steel, carefully con- 
trolled through every step of manufacturing, delivered 
to electrical distributors in convenient bundles— 
Republic ELECTRUNITE E.M.T. is the fastest moving 
conduit in the industry. Job tested, job proved under all 
conditions of service. 

Stock, promote, and sell Republic ELECTRUNITE 
E.M.T.—the sales leader that brings back electrical 
contractors for more of everything you sell the trade. 
Call your Republic representative for complete mer- 
chandising information. 


REPUBLIC STEEL 


STEEL AND TUBES DIVISION 


Cleveland 8, Ohio 








—— 


SILVERSLICK inside finish makes wire- 
pulling up to 37% easier. Wire push- 
ing is easier, too, 


—-—_—_—_——--— 


“INCH-MARKED"’® . . . an exclusive 

sales feature that teams up with the 

ELECTRUNITE Bender for easier fabri- 

cation and installation, 
—" 

“GUIDE-LINED”® . . . another sales 

feature for easier bending alignment 


and better visibility. Eliminates 
“wows”. Featured on all popular sizes. 
SLacTRUNITS + ———-+— 


Another Republic 
sales aid. The Bending 
System booklet, 
available imprinted 
for your counter 

to remind journeymen 
to come back to you. 
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New low voltage motor control 
line adds more sales appeal to 
Allis-Chalmers franchise 


There’s powerful sales inducement in this new Size 0 
to 4 line, designed to stimulate buyer interest and 
distributor profits. 


Your customers profit from exceptional performance 
characteristics proved in millions of “life test” opera- 
tions; versatility to make desired modifications on the 
job quickly and inexpensively. 
You profit from the pulling power of a full line of 
standard control for industrial and commercial appli- 
cations. The complete low voltage line includes equip- 
ment through Size 9. And that’s only part of the 
picture. The wide range of profit-making industrial 
control includes high voltage equipment, dc control, 
special devices and control systems. 

Fast delivery from field and factory stocks keeps 
your inventory requirements low. 

Profitable opportunities are still open. For informa- 
tion call your nearby A-C district office, or write Allis- 
Chalmers, Distributor Sales Section, Milwaukee 1, Wis. 


OTHER A-C SELLING SUPPORTS: 

® National advertising and sales promotion with impact 
for distributors. 

®@ Selective appointment policy. 

© Liberal exchange policy on stock products. 

@ Direct aid in specialized sales and engineering appli 
cations. 

e Sales producing product meetings in the field and 
at the factory for your salesmen. 

@ Continuous research and development to provide new 
products that stay ahead. 

© Diversified line of electrical equipment from one 
supplier — motors, transformers, regulators, unit sub- 
stations, switchgear and circuit breakers. 


ALLIS-CHALMERS 


A.1184 











Fs 


money-makers | 


HOLESALERS 
ORD fine of electrical supplies 





new 
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aided to regular 
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first choice for 
perfect seal 


NEW VAP-OIL-TITE 
CONNECTORS 


The only completely re-usable 
connector for use with liquid 
tight, flexible metallic conduit 
Provide absolute water and oil 
tight seal — vapor, dust, grit 
cannot get through Double 
positive seal—exterior and in 
terior neoprene O-rings, meet 
JIC standards. Assemble quick 
ly, easily—and al! parts can be 


reused over and over again 
Standard design sizes a to 
14%”, 24%”, 3”, 4” sizes. Write 


for Catalog inten K-1, 


electricians like 
360° alignment 


NEW “‘Three-Sixty”’ 
FIXTURE HANGERS 


The only fixture hanger with 10 
different choices of receptacles. 
Full 360° adjustment—exclusive 
friction ring suspension rotates 
all the way around. Aligns fix- 
tures instantly, with just a twist 
of the wrist. Simplified engi 
neering permits hanging two 
or four chains, or S-hooks, 
from smail compact = arms. 
Bright cadmium plated. Write 
for Catalog Section K-3. 





IDEAL INDUSTRIES, 





easy - pulling 
feature sells fast 


NEW PULLING ELS 
and ADAPTORS 


Make wiring around corners 
2 snap. Quick, easy to use. 
Y%" to 2” sizes. Malleable 
iron, perfect 90° fit, cadmium 
plated, chromate treated. Sold 
complete with covers, screws, 
gaskets — shipped assembled. 
Sizes marked on covers and 
elbows. Write for Catalog Sec- 
tion K-2. 


1047-K Park Avenue, Sycamore, 


ELECTRICAL 


Ilinois 





contractor 0.E.M., 


maintenance markets 


OUTDOOR LIGHTING 
EQUIPMENT 


For universal application. As- 
sorted sizes and styles includ- 
ing masonry wall, exposed sys- 
tem and sheet metal box- 
mounted types. Same base and 
adaptor permits quick change 
from 100 or 150, to 200-watt 
lights. Long-lasting aluminum. 
Complete accessories Write 
for Catalog Section K-44. 





THE HELPING HAND 
ON EVERY WIRING JOB 


Inc. 


~~ 
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NO TROUBLE CALLS WITH PUSHMATIC 


Protect branch circuits against high 
»verloads and “flash-shorts” with Push- 
matic® magnetic coil action! BullDog, 
the first to offer this protection in 15- 
amp and 20-amp ratings seven years 
ago, builds this safeguard into every 
Pushmatic breaker. The solenoid (coil) 
-coupled with the thermal element— 
provides double circuit safety. Makes 
trouble calls a thing of the past 


As you can see in the above picture the 
Pushmatic uses a mu/ti-turn coil, High 
overloads or “flash-shorts” instantly set 
up a magnetic field in the coil—causing 
the metal plunger to trip the latch and 
break the circuit BullDog Pushmatics 


coil protection is standard in every breaker 


provide not only maximum branch cir- ping in case of harmless overload 
cuit protection, but protect lamp and 


. ' Push sales promote safety with Push 
appliance cords, too 


matic coil action! Each and every Pus} 

Small overloads are taken care of by matic is rigidly tested to assure precision 
the thermal-bimetal latch. An over operation. Multi-turn co ire standard 
loaded circuit heats the bimetal causing in all Pushmatics } amperes through 


the latch to curve and release. A built SO amperes. Customers will find Pust 


in time delay prevents nuisance trip matic double ¢ 


sf} to 


Cn BULLDOG ELECTRIC PRODUCTS DIVISION 


I-T-E CIRCUIT BREAKER COMPANY 
BOX 177 ¢ DETROIT 32, MICHIGAN 


In Canada: 80 Clayson Rd., Toronto 15, Ont. Export Division: 13 £ 
















3213-1 * 


3401 * 


WIRING 
EVICES 





whatever your 
wiring device 
needs... 


CIRCLE F devices give you 
everything you want—and you save 
money, too! High quality, low cost 
Circle F wiring devices provide 

fast, easy installation, trouble-free 
service and eliminate call-backs. 
Precision engineering and quality- 
controlled production plus rugged 
construction guarantee customer 
satisfaction. Circle F devices 

are available at Electrical Wholesalers 
everywhere for quick 

pick-up or delivery. 


We 


*Only one of a complete line. 
For additional information, 
2632 * write for catalog. 


3650 * 























864-SO * 






F: CIRCLE F MFG. co. 


TRENTON 4, NEW JERSEY + For your wire requirements: Eastern Insulated Wire Corp., Box 591, Trenton, N. J. 








ELECTRICAL WHOLESALING—November, 1959 








ANNOUNCING: THE NEW BULLDOG DF-60 
UNCHALLENGED FOR VERSATILITY 


BullDog’s new DF-60 lets you put 
everything from large air circuit 
breakers to small Vacu-Break® units 
in One space-saving enclosure. It will 
handle any of the following light-duty 
or heavy-duty switch units... in any 
combination: 

e New I-T-E K-line back-connected 
air circuit breakers, 225 to 4000 
amperes 

e I-T-E Molded Case Circuit Break- 
ers, back-connected or panelboard- 
mounted, 15 to 800 amperes 

e I-T-E Cordon* Circuit Breakers, 
back-connected, 15 to 600 amperes 
e Fused Pressure Switches, back- 
connected, up to 4000 amperes 


& BullDog DF-30 fused switches, 
back-connected, 30 to 1200 amperes 


e BullDog Vacu-Break® units in 
panelboard mounting, 30 to 600 
amperes 

In addition there is room for current 
transformer equipment and metering 
systems. Bus duct systems up to 4000 
amperes can be connected directly to 


the board. 


A call will bring your local BullDog 
field engineer to assist in selecting the 
type, combination and arrangement 
of units needed to handle your cus 
tomers’ power load help supervisc 
installation. You'll find the compact 
new DF-60 will ease plant layout 
problems, too. For complete details 
send for Switchboard BulletinSB-555 


*Trademork registered by |-T-E Circuit Breaker ¢ 


BULLDOG ELECTRIC PRODUCTS DIVISION 
I-T-E CIRCUIT BREAKER COMPANY 
BOX 177 ¢ DETROIT 32, MICHIGAN 


In Canada: 80 Clayson Rd., Toronto 15, Ont. Export Division: 13 East 40th St., 


New York 16, N.Y. 








Hubbub... 


IN ROME’S ADVERTISING DEPARTMENT 


Typewriters manned by these adver- 
tising specialists click off ads that 
help you sell Rome’s wire and cable 
products... 

Ads that persuade, convince, edu- 
cate, point out 

Ads that are exposed to over 
4,548,844 potential customers in a 
year. 

If you have a sales problem that 
promotion can help overcome, tell 
it to the ““Man from Rome’”’—your 
Rome Cable salesman. He’s your 
“direct line” to the people at Rome 
who work to help you sell! 


ROME CABLE 


4 MORE WAYS ROME CABLE 
SUPPORTS YOU 


. INSPECTION. Rigid inspection rou 
tine assures quality products, helps 
you win customers’ confidence. 

. RESEARCH. Constant research keeps 
you up on the latest developments, 
continually broadens the line. 


. SERVICE. Rome salesmen will be 
glad to work hand in hand with 
your salesmen on unusual jobs. 


. ENGINEERING. Rome engineers pro- 
vide technical advice to help you 
help your customers. 


MEET 
THE 
MAN 


WHO'S DEDICATED 
TO YOUR JOB 


. your Rome Cable salesman 





Discovery 


IN ROME'S RESEARCH DEPARTMENT 


Here’s where new ideas are born, 
new products are developed, new 
means are discovered to help you 
provide up-to-date service to your 
customers. 

Meaning? Research people at 
Rome are constantly adding to 
Rome’s line of wire and cable prod 
ucts ... keeping it complete! 

To keep informed on new develop- 
ments, see The Man from Rome 
your Rome Cable salesman. He’s 
your “direct line” to lab and factory 
to keep you up to date on “the latest.”’ 


4 MORE WAYS ROME CABLE 
SUPPORTS YOU 


. SERVICE. Rome salesmen will be 
glad to work hand in hand with 
your own salesmen on unusual jobs 


. ENGINEERING. Rome engineers pro 
vide technical advice to help you 
help your customers 

. ADVERTISING. Your selling job is 
made easier by Rome’s national 
advertising program—one of the 
industry’s largest. 

. INSPECTION. Rigid inspection rou 
tirre assures quality products, helps 
you win customers’ confidence. 


WHO'S DEDICATED 
TO YOUR JOB 
YOUR ROME CABLE 
SALESMAN 





R&M-Hunter introduces 


AN ENTIRELY NEW TYP 
OF ELECTRIC HEATING 


R&M-Hunter 
Forced Air 
Baseboard 
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Advantages of two proven 
heating principles combined 


The R&M-Hunter FORCED AIR BASEBOARD 
combines the best features of forced air and base- 
board heating. Cooling floor-level air is whisked into 
the unit by a quiet, low-speed centrifugal blower 
[his air is forced over a series of heating elements 
for fresh warmth and delivered directly into the “living 
zone”’ at the temperature selected for complete com- 
fort. Positive control of circulation at low levels mixes 
the tempered air with room air immediately. Outer 
DIAGRAM SHOWS wall and window areas are kept at or near room 
AIR FLOW PATTERN temperature for economical operation. Floor-level 
thermostat and return air inlet maintain ideal comfort 





conditions, with a minimum of heat loss 








Backed by R&M-Hunter’s 80-year experience in electrical equipment 

























SAFE! CLEAN! QUIET! 





Heat contro! in each room 





Lower maintenance and 
The Forced Air Baseboard harmonizes decorating cost 


with modern room interiors; 
paint to match. 





No cold drafts or hot blasts 





No ducts—no heater closet 


INSULATION 


_—> 










EVEN FLOOR TO CEILING TEMPERATURE | 


SAVE ON COST AND INSTALLATION 


The new Forced Air Baseboard costs much less 












Compact unit is easily installed— 
flush or recessed 







than convection baseboard. and is easier to install 








No expensive accessories, no parts to assemble, 


no complicated wiring. 






Engineered for compactness — Dimensions are 


sw 


33” long, 13” high, 3% 






deep. When recessed, unit 






extends only 13%” from wall 






1000 to 4000 watt capacities — 1000, 1500 and 
2000 watt models are available with or without 







thermostats. One thermostat-equipped model can 





control two or more units in a room. 2500. 3000 







and commercial 4000 watt models have thermostats 


for individual zone control 







Mail now for data 


R&M-Hunter Hunter Division — 
FORCED AIR BASEBOARD 


on ELECTRIC HEAT 
Ike Maton lead! 





Send complete dat 7 « r } \ K t rd to 







Name 


Address 





UVE BETTER 
Corpice™ 


ce 
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THIS 15 CORONA EFFECT 


SPECTACULAR— 
BUT IT’S ONE OF HIGH-VOLTAGE CABLE’S WORST ENEMIES 


Corona means crown. It can also mean tremely difficult to disperse uniformly 
trouble for ordinary high-voltage cable in the raw butvl. Butyl also presents 
because corona is also the name for a special vulcanizing problems. In short 
low-energy electrical discharge (the glow proper manufacture of butyl insulation 
around the crown at left) which actually requires specialists and specialized « puiy 
cracks and splits ordinary rubber in ment at every manufacturing ste 
sulation. How? By ionizing anv air in Thats why Anaconda built a new 
between and around conductor and in- plant ror just one p rduct—Anaconda 
sulation, it creates ozone, ultraviolet Butvl (AB) Cable. The men behind this 
light, and certain nitrogen compounds specialized equipment have but one job 
And ozone, for example works itself too—to study and improve the design 
into ordinary rubber insulation and splits and manufacture of butvl-insulated high 
the long-chain rubber molecules. In time voltage cable 
you see the costly result—cracked insula- Chis spec ialized manufacture and sp 
tion and cable failure cialized inspection, test and quality 


trol are part of the reason wh Ara maa 


HERE'S ANACONDA’S ANSWER Butyl (AB) Cable means long-rang, 


economy and reliability ind who 1 
Butyl—the most effective rubber insulat- should promot AB) to help protect 
ing material ever developed—has inher- vour customers investment in high-volt 
ent resistance to ozone. And—to aging age cable ¢ 
moisture, and heat Send for publication DM 5903: High 
But—butyl handles differently from Voltage Durasheath* Cable to Anaconda 
other rubbers. Additives, usually in the Wire & Cable Co., 25 Broadway. New 
form of finelv divided powders, are ex York 4, N. } 


ASK THE MAN FROM 


ANACONDA 


ABOUT BUTYL (AB) HIGH-VOLTAGE CABLE 





WHY SPACE IS 
FRONT-PAGE NEWS 
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Compact Clark Relays 


“ 


VEL 


ATELLIT 


Plane Order 
by Firm Here 


amare AlN DE: ALER “ic 


IN POLAR ORBIT 


Planes May 
Catch Its 


Nose Cone 


control 72 circuits 


from panel area smaller than a newspaper 


In this day of space exploration and 
space economy, it’s news—front page 
news — when you can get 72 separate, 
controlled circuits all on a panel no 
larger than 15” x 20”. 

Clark Controller, with the most com- 
plete and integrated line of control 
relays available today—convertible pole, 
latch, universal pole, and time delay 
does it! And only Clark offers such a 
wide range of operation, so many con 
tacts, in a panel area of such small size 


Shown mounted here with the Clark 
Size 1, Type “CY” Starter are 10 com 
pact Clark Relays which include four 
time delay contacts (two normally open, 
two normally closed), 52 instantaneous 
contacts (14 normally open, 14 nor- 


mally closed, and 24 convertible), plus 
16 latching contacts (all convertible). 


The same engineering leadership and 
superior workmanship that made Clark 
Controller the standard of quality for 
controls in heavy industry, is inherent 
in the broad line of Clark Relays for 
modern panels. 

The “modular construction” of all Clark 
“PM” Relays insures integrated uni- 
formity, compactness and flexibility. 
Functional alignment in mounting 


results in neater, more uniform panels 
and most efficient utilization of valuable 
space. And because “PM” relays are 
available in a wide variety of pole com- 
providing up to 14 contacts 
you can control more 
requirements. 


binations, 
on a Single relay, 
circuits — save on relay 


For more information on the complete 
line of Clark “PM” Relays which is 
making space-saving headlines, write 
direct to Clark Controller. See how 
today’s best relay buy can help you 


write your own sales headlines. 


ame CONTROLLER 


Everything Under Control * 1146 E. 152nd St.* Cleveland 10, Ohio Company 


| U IN CANADA: CANADIAN CONTROLLERS, LIMITED @ MAIN OFFICES 


> AND PLANT, TORONTO 
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real profits 
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“ULL DOG assures you 
solid profits because the 
famous BULL DOG name 
gives you fast turnover. 
BULL DOG Tape delivers 
thoroughbred perform- 
ance ... sticks tight and 
stays tight. Provides per- 
fect electrical insulation. Ris 
Dozens of other uses around shop and ““"i¥itiiip 
home build repeat sales. Complete line " 
in smart packages that keep stock 

fresh and new. 






Sold only 





through verified 


wholesalers 






There's a BULL DOG TAPE for every purpose 
FRICTION © RUBBER ¢ PLASTIC 












Another quality product of 


—leo}-yge), 


BOSTON WOVEN HOSE & RUBBER COMPANY 


DIV. OF AMERICAN BILTRITE RUBBER CO., INC, 


BOSTON 3, MASS. 
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When you install 


be sure to use Killark 
the first and most complete all- 


OTOR STARTER ENCLOSURES CIRCUIT BREAKER ENCLOSURES JUNCTION BOXES 


Explosion-Proof, Dust-Tight, Weatherproof Explosion-Proof, Dust-Tight, Weatherproof Explosion-Proof, Dust-Tight, Weatherproof 


—_ 


e F rr 








Starters and Combination Starters Furnished Complete with Breaker of Your Choice 
Made to Order 


More Than 40 Sizes Custom Hubs 


, 





———_—__—_~ - ~ 


~ &..___—___--- Or, 
PANEL BOARDS : | INSTRUMENT BOXES 


Explosion-Proof, Dust-Tight, ENJOY THE Plus ADVANTAGES a Explosion-Proof, Dust-Tight, 
Weatherproof rs . Weatherproof 
OF A 100% ALUMINUM INSTALLATION! 


@ Lightweightness. You save labor, cut transportation and 
handling charges. Aluminum weighs ¥3 as much as iron; 
one man can handle an all-aluminum installation which 
may have required two men when other metals are used. 

















Ease of Installation. Aluminum conduit bends without 
collapsing, shapes up quickly. Killark fittings have clean 
threads and plenty of wiring room—and are designed for 
easy installation. 


Several sizes Glass Lens 
Covers Available 





Explosion. 


Non-Sparking. An important safety factor in hazardous SPLICE BOX ened 
roo 


areas. 
1 


Non-Rusting, Non-Corroding. Exclusive Killark aluminum 
fittings are long on life, short on maintenance. Smooth, 
bright, clear-through durability; they never rust and are 
more corrosive resistant than other types. 





Make your next installation an all aluminum one—aluminum 
conduit and 100%-aluminum Killark fittings. The best costs 
less in the long run. - 


i 
Ke 


Completely Wired—Ready to Install . Available 11/,”—1 Y%"—2" 
with Various Hub Styles 



































PULLING ELBOW 
Explosion-Proof FITTINGS Explosion-Proof 


\ le 


Very Rugged Construction 
Various Sizes Complete Line of Fittings & Accessories 


ELECTRIC MANUFACTURING COMPANY 


Vandeventer and Easton Aves. St. Lovis 13, Missouri 





Aluminum: Genduit... 


ALUMINUM 


FITTINGS AND FIXTURES 


JUNCTION BOXES 


Explosion-Proof 


Screwcap Style 
Many Sizes—Custom Hubs 





FLUSH SWITCH FITTINGS 
Single thru 5-Gang 

Shallow & 

Deep Styles 





DUST-TIGHT FIXTURES 


Available in 
Pendant, Pendant, 
Bracket & Ceiling, 

Ceiling Types Bracket Types. 

100W—150W—200W 60W to 500W. 





VAPOR-PROOF FIXTURES 











pi a > ol © Cn, TY 











ENTRANCE FITTINGS 
Threaded and Speedolet Types 


a Vp" thru 6” 








... AND ENJOY THE Completeness 
OF THE KILLARK LINE! 


Whatever the installation, Killark can provide the correct 
aluminum fitting or fixture. That's because Killark has been 
supplying the electrical needs of contractors for over 45 
years. In 1942, Killark pioneered the use of aluminum and 
now manufactures exclusively the only complete line of 
aluminum fittings and fixtures. They cost no more than 
malleable iron fittings. 


There are thousands of fittings in the constantly expanding 
Killark line. Many years of research, design and develop- 
ment are your assurance of the finest aluminum fittings at 
the lowest possible cost. Fast delivery is assured through 
convenient warehouse stocks in many cities. 


THE KILLARK ILLUSTRATED 
CATALOG IS YOURS ON REQUEST 


+4 


EXPLOSION-PROOF 
FIXTURES 


Available in 
Pendant, 
Bracket & 

Ceiling Types. 

60W thru 500W. 





A 
SWITCHES—PILOT LIGHTS 


Explosion-Proof, Weatherproof 


Switch 


Single and 2-Gang 























CLUSTER LIGHTS 


150W to 500W 
Versatile in Design 








KILLARK REPRESENTATIVES 


* Atlanta, Ga. 
Baltimore, Md. 
*Boston, Mass. 
* Buffalo, N. Y. 
*Chicago, Ill. 
*Cincinnati, Ohio 
*Cleveland, Ohio 
*Dallas, Tex. 
*Denver, Col. 
*Detroit, Mich 
Kansas City, Mo. 
*Los Angeles, Calif. 


Milwaukee, Wisc. 
Minneapolis, Minn. 
New York City, N. Y. 
Omaha, Neb. 
*Philadelphia, Pa. 
*Phoenix, Ariz. 
*Pittsburgh, Pa. 
Richmond, Va. 

*San Francisco, Calif, 
*Seattle, Wash. 


Honolulu, Hawaii 


Sales Offices and Warehouse Stocks throughout Canada 


*Woarehouse Stocks 


PLUGS & RECEPTACLES 


Complete Line 
Explosion -Proof 
and Weatherproof 





SPEEDOLETS 


Steal 
_ 


For Thinwall Condvit 
All Sizes thru 2” 











Sylvania Light Bulbs%or every 
Toler t-) Milam dil Milelil- melas) aiel-) 
the same benefits enjoyed 

by American industry 


Sylvania Silver White 
Mercury Lamps give 

Nel mom ish: Mulele-mllelal 
than other types 
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Lhe maker of the worlds most-wanted watch reports: 


“Elgin craftsmanship demands the 


best in lighting... and we get it most 





economically with Sylvania Fluorescents” 





G. G. Ensign, Manager, Watch Manufacturing 


Elgin National Watch Company 


‘THE PEOPLE AT ELGIN, and leading companies 
everywhere, find Sylvania Fluorescents give 
brighter light from the same wattage . . . have longer 
useful life ... and produce far more light at less cost 
than other brands. Here’s proof: 


[ested under actual working conditions, Svlvania’s 
standard 40-\Watt Cool White Fluorescents . . . sold 
at standard fluorescent prices . . . deliver more than 
7°% more light than other standard fluorescents! 
They are more efficient than some competitive 
“premium” lamps! 

S\ lvania fluorescents are guaranteed by Sylvania’s 
Light Insurance Policy to give better performance, 


appearance, brightness and lamp life than any other 
brand, or they may be returned for a full refund. 


Fora sample Copy of the Sylvania Lighting Insur- 


ance Policy write to a 
| SOR, 

SYLVANIA LIGHTING PRODUCTS ] ®¥tranes 
Department L271) ay 


60 Boston Street, Salem, Mass 


In Canada: Sylvania Electric (Canada) Ltd. 
P. O. Box 2190, Station “O,” Montreal 9 | > 





Subsidiary 


GENERAL TELEPHONE & ELECTRONICS 
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Sylvania Fluorescent lamps maintain 
more than 7% greater output 


throughout useful lamp life 





ELECTRICAL 
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At the Korsmeyer Co. of 
Neb., 
feel that it is impossible to 


Lincoln, personnel 
spend too much time with a 
customer in producing a 
sale. Here, for example, is 
how one salesman proves 
that... 


Long-Range Selling Does 


OT EVERY 
mercial 
the Korsmeyer Co. of 
Neb. In fact, the 
many sales can take as long as from 
three to 
One certain, 
when a long-term sale is finally made, 
it ranges from a minimum of from 
$30,000 to $50,000 
e Research—The key 
and successful 
project undertaken by D. J. Maynard 
The majority of these surveys are in- 
itiated by the and include 
detailed power data and sketches of 
systems and power equipment cur- 
rently in use at the industrial or com 
mercial plant 
Maynard works closely 


industrial or com- 
one for 
Lincoln, 


preparation § for 


sale is a fast 


five years 


thing is however: 


to these large 


sales IS a survey 


salesman 


local 
utility personnel in obtaining much ot 
this information, peak 
loads, eXisting equipment and the 


with 


regarding 


56 


amperage of all the power equipment 
in use at the plant 
information, the 
mission to make the survey 


Before he gets this 
asks per- 


He is sel- 


salesman 


dom refused, since there is no obliga- 
tion on the part of the customer. 

e Planning—When Maynard obtains 
the tabulation of current loads and 
power requirements, he estimates an 
additional 25% factor in order 


to bring the plant up to full-produc 


powel 


ing capacity electrically, or to allow 
for adequate future needs when the 
industrial or commercial plant is ex- 
panded 

With these estimates, Maynard first 
approaches management with his rec- 
ommendations 

‘Before I see 


pare detailed sketches showing pres 


management, I pre 


ent equipment and power loads,” the 
salesman comparison, | 
try to just what 


says As a 


show management 
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they need to bring their power up to 
full-production capacity. Additionally, 
I attempt to show them that by in- 
stalling additional facilities, 
they will be able to expand in the fu- 
ture without having any problems of 
adequate power supply. I try to make 
management realize that changes and 
expansions can come rapidly, and that 
these 
notice.” 


power 


they should be ready to face 


problems at a moment's 

In presenting his survey to manage- 
ment, Maynard shows the dimensions 
of all current equipment, what can 
be added in the future and what the 
future This gives the 
supplier and his potential customer a 
which to discuss the poten- 


loads can be. 
basis on 
tial sale 
Maynard that 
thinking is necessary as is advanced 
planning for the future to maintain 
production and working schedules 


believes forward 


1959 
























































OUTSIDE salesman D. J. Maynard draws 
up detailed sketches and lists power data 
as a result of survey findings at a partic- 
ular industrial plant or commercial build- 
ing. Usually, he initiates these surveys, 
and after they are completed, estimates 
future requirements. 








AFTER DRAWING up the requirements 
to accommodate future expansion or to 
bring current electrical capacity to a 
maximum benefit for the potential cus- 
tomer, Maynard consults with customer- 
management to present his recommenda- 
tions for modernization 





PAY-OFF at one industrial plant in 
Lincoln was the installation of a large 
control center and three switchboards. 
In striving to increase the power ca- 
pacity for future expansion needs, the 
salesman was able to sell a conversion 
job, increasing power from 220 to 440-\ 


Pay Off > 


“A job to meet present require- 
ments will not satisfy those require- 
ments of power for tomorrow,” he 
adds. “Changes and expansions hap- 
pen so quickly that a current system 
may be out of date shortly after a 
new system has been installed. 

“Stressing this obsolescence idea to 

management is necessary in trying to 
sell a forward-thinking job, especially 
if management is thinking in terms 
of future expansion of physical and 
electrical requirements. They will ap 
preciate your efforts.” 
e End Results—Final revisions of 
surveys depend to a great extent upon 
just what the potential customer's 
plans are for expansion. Often, over a 
period of long-range negotiations, 
Maynard may make as many as four 
or five revisions in his initial recom 
mendations 

The Korsmeyer salesman stresses 
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CHARGE TO 


CUSTOMER 6 ORDER 


SHIP VIA OR DEL To 


CHECKED BY 


QUANTITY 
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BACK ORDER NO 


DESCRIPTION 


INVOICE NO 


DATE BILLED 


DATE SHIPPED 
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A TYPICAL “pay-off” order is shown here. Although May- 


nard worked on this sale several years, 


he found that the 


final result was worth his time and effort 
his long-range type of selling program. 


This is typical of 


Survey Work Helps to Obtain the Big Job 


Long-Range Selling (cont.) 





that the system he uses of initiating a 
survey tends to stimulate the thinking 
on the part of management toward 
expanding the plant facilities or bring- 
ing the electrical requirements up to 
date. Most of his concern is in finding 
old or inadequate panelboards in in- 
dustrial or commercial buildings. If 
he is successful in updating this large 
item, then he says that the other re- 
lated items involved will 
mean additional sales 

e Efforts Pay—Maynard says he has 
found that it is human nature for a 
customer to buy from a salesman who 
works with him constantly and 
closely. 

“In effect, the salesman is the one 
who follows most closely the job 
from start to finish,” he adds. “I not 
only negotiate from three to five 
years, but in the Stages of the 


electrical 


last 


38 


project, | am with the customer at 
least once every week solving last- 
minute problems. 

“There is no doubt that the amount 
of service we give a customer pro- 
duces a sale for us, even though we 
may eventually have to bid on the 
‘ob.” 

Ihree to five years may seem like 
a long time to wait for a job, but the 
percentages indicate it is worthwhile. 
Maynard estimates that he 
about 75% of these types of jobs on 
which he works. 

“Everyone is expansion-minded,” he 
says. “When you know the condition 
of panelboards and their load factors, 
you have good selling points in in- 
creasing the power factor of the cus- 
equipment. Often, manage- 

industrial and commercial 
not how inadequate 


receives 


tomer’s 
ment of 


firms do realize 


their systems are for the future.” 
e Good  Reaction—Maynard has 
found that through the surveys, he 
can present to his customer a lot of 
valuable information regarding the 
electrical systems. He adds that it 
gives management a lot to think about 
by stimulating thinking. 

“Although this is a long-range type 
of selling, it is a good system, and 
usually pays off,” Maynard says. “You 
know your customers better, 
and they Know you better. In a sense, 
they feel that when the time comes to 
put in the system you recommended, 
they want to give you the job because 
you put in so much work on it. 

“They know of the service and hard 
work spent in analyzing the require- 
ments, and tend to think more in 
terms of service than in price. There is 
no doubt that these efforts do pay off.” 


get to 
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armored cable 
installations 


WITH NEW 
T&B FITTINGS 


Each size of the new T&B Interlocked Armored Cable 
Fittings accommodates twice the previous range of cable 
sizes. They eliminate the problem of armored cable OD 
that is too large or too small for the fitting. The extra 
armor stop in T&B Interlocked Cable Fittings and the 
independently-bolted twin saddles make it possible to 
accommodate a wide range in armor diameters. The 
saddles are serrated for positive grip. 


For dry or wet locations — T&B Armored Cable Fittings 
are available for both terminating in boxes or dead-end- 
ing, in both dry and damp locations. (Damp location 
fittings have a neoprene bushing, retainer ring and gland 
nut to keep out moisture. ) 


Other advantages: 1) Fewer connectors are required 
to accommodate the full range cable sizes. Fewer items 
in stock. 2) There is only one connector for each hub 
thread size. 3) The basic connector and its accessories are 
engineered to achieve LOWEST INSTALLED COST. 


All T&B products available only through 
authorized TB distributors 


THE THOMAS & BETTS CO. 


© 


ENCINEERED 


20 Butler Street, Elizabeth 1, New Jersey 


Thomas & Betts, Ltd., 
Montreal, P.Q., Canada 


MANUFACTURERS OF FINE ELECTRICAL FITTINGS SINCE 1898 
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Simplify interlocked 


ae 


new T&B fittings 
we will be pleased to have 
formative 











THE BASIC FITTING... 


and T&B accessories readily solve 
specific installation problems. . . 





FOR VERTICAL 
SUPPORTING 


FOR HORIZONTAL 
SUPPORTING 


For complete details, with case histories on how these 
have solved the problems of others, 
you participate in our in- 


““Eyeopener” mailing program. Simply fill 


out and return the coupon below. 


em ae a ee ee ee ee ee ee ee ee ee ee oe ee we ee —, 
The Thomas & Betts Co., Inc., 20 Butler St., Elizabeth 1, N. J. 
Please include my name for your ““Eyeopener”’ | 

series about T&B Interlocked Armored Cable 
Fittings ] 
My name = 
Title ] 
Company name — | 
Street | 
City & State ‘ ee | 
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CONTACT—At South Bay counter, Al 
Baron (r.) learns of greenhouse owner 
Richard Mayer's” switching problem, 
shows him portable unit 


PROBLEM—Mayer shows Baron one 
row of lights he uses to stimulate flower 
growth at night. Manual turn-on, turn- 
off wastes Mayer’s time and money 


Selling Time 


/ HERE’S no limit to the number 
of time switch applications a 


salesman can sell—if he’s alert 
and interested,” says Al Baron, presi- 
dent, South Bay Electric Supply. 

This Patchogue, L.I. electrical dis- 
tributor and his outside salesman, Joe 
Ball (EW—Aug. °55, p.37) have built 
time switch sales from virtually noth- 
ing up to the present 400 units a year 
in the three simply by 
looking for extra selling opportunities 
e In Stages—‘In this business, you 
often hear the phrase ‘one item sells 
another’,” explains Baron. “It’s not 
true—nothing sells itself, so it’s up to 
you. 

“We're not time-switch happy, but 
we realize the value of a product that 
creates customer interest and 
often serve as a firm stepping stone 
to more and continuing supplies sales, 
worthwhile 


past years 


can 


as well as offering a 
profit.” 

How do Baron and Ball sell-up on 
time switches? A recent sale to May 
er’s, a Medford, L.I 


good example 


greenhouse, is a 
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One of the owners, Richard Mayer, 
came into South Bay _ Electric’s 
counter to pick up some supplies. Al 
Baron chatted with him about the 
nursery business “about which I 
knew nothing,” comments Al. The 
talk turned to problems and Baron 
suddenly found a time switch selling 
opportunity. 

In the process of growing flowers, 
(in this case, chrysanthemums) Mayer! 
using incandescent light each 
night for 5 hours to make them grow 
faster. Problem: someone had to turn 
the lights on in the early evening and 
off at midnight. To a greenhouse op- 
erator, each minute is money. 

e Curiosity Pays— Baron had not 
only the time-switch to solve the prob- 
lem, but a yen to see how many more 
could save the 


was 


“money-minutes” he 
customer. 

A tour of the huge greenhouse en- 
abled him to suggest many more ap- 
plications and sell many more time 
switches. “The point is,” he explains, 
‘if I wasn’t curious about his business 
and his problems, I would never have 


Switches— 


made the sales or built up South Bay’s 
reputation as a real service house will- 
ing to help. More than that, I would 
never have had the chance to recom- 
mend further electrical equipment ap- 
plications in the greenhouse. (Mayer 
estimated that 12 hours without elec- 
tricity would mean a $50,000 loss). 
So you see, it pays to listen to other 
people’s troubles.” 
e Inventory—South Bay stocks three 
basic time-switch types: (1) 35- amp, 
single pole; (2) 35-amp, double pole; 
(3) 55-amp, double pole 

“The 55-amp switch is our favor- 
ite,” says Baron. “Since it was intro- 
duced, we’ve had great success selling 
substitute for contactors to 
commercial businesses. The 
contactor — with its undesirable a.c. 
hum and other mechanical draw- 
backs—was no match for the 55-amp, 
double pole, once we began educating 
contractors and their customers. Then, 
too, the contactor price of $80 to $85 
just didn’t compare with the time 
switch for $20 that took the same 
Baron 


it aS a 
many 


load,” says 
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Unlimited 


Though 


e Abundant Applications 
South Bay sells many unusual time 
switch installations, there’s a consis 
market tapped 
“In our part of Long Island,” says 
Baron, 
establishments are 
One of our mainstays is outdoor ad 


tent regular being 
“stores and other commercial 
good customers 
vertising. Schools use switches for 
their programming, as do industrials 
for alarm systems and work breaks 
Just now, we are helping contractors 
promote home use.” 

As new commercial, 
school and 


industrial 
residential construction 
burgeons in its trading area, South 
Bay Electric will continue to culti 
vate time-switch and electrical sup 
plies sales. But the unusual time-switch 
sale to the unusual buyer will still be 
pursued 

“The greenhouse sale.” says Baron 
‘wasn’t a remote example. There are 
many customers who need more elec 
trical products—and we're not getting 
to really know them until we get their 
number. There are lots of numbers on 
time switches,” he says, smiling 
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POTENTIAL FOLLOW-UP 
other applications, Mayer 
sprinklers for orchids, which can’t take too much saturation 


While inspecting rest of green house for 


shows another manual problem on wate! 


Time switches, controlling several rows of lights, eliminate 


SOLUTION 


Mayer's headache of manual operation at night. Baron also explains time 


switch temperature control possibilities 





MAINSTAY MARKET for time switches in South Bay Electric's trade 
Seymour Chaskin inspects 


area is outdoor advertising. Here, salesmar 


switch on sign installation he has sold 


6! 








Simplification of procedures through various techniques 
for Kansas Electric Supply Co. has provided flexibility 
among the firm's four houses throughout Kansas. Better 
working conditions and better coordination in office sys- 
tems have provided healthier profits for the organization 
as a whole, although branches are actually separate firms. 


Successful Approach 
To Branch Operation 


By Robert S. Bush 





CORPORATION officers are (I. to r.) W. W. Metzenthin. 


pres.; 


W. W. Metzenthin, Jr., vice-president; Mrs. W. W 


Metzenthin, Sr., secretary-treasurer, and T. C. Cummins, p.a 


be run smoothly and effectively— 
and economically—if adequate 
measures are taken to coordinate the 
officials at Kansas Elec- 
Co. of Topeka, Kan., 


A MULTI-BRANCH operation can 


businesses, 
tric Supply 
have found. 
Although its one main _ house 
and three branches are maintained 
throughout Kansas, all, in effect, are 
separate corporations. Though the 
parent company at Topeka supplies 
many services to the three other 
houses, each operates as a separate 
company as far as sales are con- 
cerned. 
¢ Clearing House—With the excep- 
tion of selling, all business of the 
three branches at Hays, Manhattan 
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and Salina goes through the main 
office. For example, all buying, book- 
keeping and billing are done centrally 
at Topeka. 

“The only thing required at the 
three other houses is that the sales- 
man write up an order and have it 
delivered,” President W. W. Metzen- 
thin, Sr., says. “This permits branch 
personnel to have time for only one 
thing: selling. It saves paperwork, 
manpower, time and money.” 
¢ Background — Metzenthin _ started 
business at Topeka in 1937 and 
moved to his present location in 
1941. Several years later, he found 
that expansion was necessary, and 
finally decided to purchase existing 


electrical supply houses throughout 
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FERRITORY MAP of Kansas Electric 
Supply Co. shows the state divided into 


the state for a complete coverage of 
Kansas. 

In 1958, the official completed ne- 
gotiations with the owners of three 
independent firms in Kansas—Elec- 
tric Fixture and Supply Co.—and 
changed the names to Kansas Elec- 
tric Supply Co., Inc., with the name 
of each city in the corporation title. 

During the transition, all branch 
managers under the previous Owners 
were retained. Units at Salina and 
Manhattan remained without any ex- 
tensive changes. The operation at 
Hays, however, was moved to larger 
quarters. 

Other officers of the 
whose territory also includes parts of 
Nebraska, Missouri, Colorado and 


company, 
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five sales areas. Main house is located at Topeka. Three outside salesmen work from this office. Their areas are designated 


on the map by the numbers 1-3 


Oklahoma, are W. W. Metzenthin, 
Jr., vice-president, and Mrs. W. W 


Metzenthin, Sr., secretary and treas 
urer. 

e Flexibility—“Although all of our 
branches are separate corporations, 


all, naturally, are connected directly 


with the main house,” Metzenthin 
stresses. “All are expected to make 
their own way, as far as sales and 


profits are concerned. 
“We come into the picture at the 


main house by attempting to sim- 
plify their operating procedures 


through a number of _ techniques. 
Through these, we have found that 
there is a large amount of flexibility 
of operation among the four houses, 
which helps to create better working 


The territory 


covered by Hays is designated “H” 


conditions and greater profits.” 
Although the branches are inde- 


pendent in themselves, with regards 
to sales, they are all similar in many 


aspects and are bound by common 
services furnished by the parent 
house. 


To benefit from these services ren 
dered by the Topeka office, however, 
Metzenthin explains that a fixed op- 
erating fee is charged each 
branch every month. This is money 
branch officials normally would have 
to spend for maintaining similar func- 
tions, themselves. By this method, the 
functions are done for them, and 
they can spend the majority of their 
time in concentrating on selling. 

e Less Detail—With the main of- 


cost 


and by the Salina office, “S” 


fice acting as a Clearing house, in 
a sense, many details in the branch 
operations have been eliminated. Be- 


cause of this, volume and gross and 


net profits are increasing steadily, 
the president says. 
Metzenthin estimates that sales 


probably will reach $1.5 million this 
year, and should continue upward an 
nually. 

“Actually, this type of operation 
doesn’t present any more problems 
than are faced in a single house,” 
Metzenthin says. “It just takes a little 
more planning and coordinating to 
eliminate unnecessary details. But 
the results are gratifying—and profit- 
able—and we are able to render much 
more customer service this way.’ 


Turn page for Kansas Electric's multi-branch operating techniques 
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Successful Approach (cont.) 





Branch 
Requisition: 


ONTROL of stock is considered 

important at Kansas Electric Sup- 
ply, because all ordering is done 
through the Topeka office. 

Because of this, the branches check 
inventory almost daily to keep a con- 
stant tabulation on any item which 
might be running low. When items 
are needed, a requisition form (right) 
is sent to the Topeka office. These 
forms are similar to regular order 
forms, regarding information needed 
about the products being ordered 

Included in the information is the 
quantity, catalog number, description 
of the item and the unit cost. A req- 
uisition form number is used for of- 
fice records, and information regard- 
ing shipping methods is included in 
the top part of the form 

“The three req- 

uisition orders just as often as they 
need the material,” the president 
says. “When we receive the form in 
Topeka, we have to decide whether 
to place the order with the factory 
and have the order shipped direct, o1 
whether to ship the order from our 
own stock, if we have the material 
available.” 
e Branch Pays—lIf the 
placed with the manufacturer, it is 
shipped direct to the branch opera- 
tion. The bill for this order is then 
sent to the main where pay- 
ment is made 

Here, again, the main house acts 
as a Clearing house. Whether the 
branch receives orders from the fac- 
tory or from the stock at the main 
house, the branch is rebilled for all 
orders. 

Kansas Electric at Topeka makes 
one billing each month to the 
branches for all materials ordered. In 
this sense, the branches are treated as 
individual customers, whose account 
records are maintained at the main 
house. 
® Standardization—While control of 
stock is important, control of lines 
and standardization of stocking ar- 
rangements within the entire 


branches send in 


order is 


house, 


organi- 
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zation also are handled effectively 
All lines are the same for 
supply house. Metzenthin says that it 
IS necessary to standardize on lines 
for less confusion easier flow of 


each 


and 
orders to the customer 

“We have found that if we 
standardize in this area, we would be 
buying from just about every manu- 
facturer for the branches. It’s neces- 
sary to draw the line somewhere,” he 


don't 


adds. 

Occasionally, branch personnel ask 
for specific items of a non-supplier 
on the requisition forms. When this 
is the case, Metzenthin requires that 
information be included on the form 
explaining whether the items are for 
stock or whether the order for them 
already has been written. 

After the official has reviewed the 
explanations, he then makes the de- 
cision of whether or not to place the 
order requested by the branch. 

As far as stocking arrangements are 
concerned, all items are set up in the 
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by 


same at each house. A 
section or sections are devoted to each 


line, which are set up in alphabetical 


arrangement 


and numerical order 

Often, personnel from one branch 
are needed to fill-in’ at another 
branch. When this ts the case, there is 
no problem in finding where specific 
products are stocked. 
e Necessary Function—Standardiza- 
tion is necessary for a smoothly-flow- 
ing operation, Metzenthin stresses. 

“Where more than one operation is 
involved, procedures would surely be 
come involved and confusing without 
some form of control 

“With our point of control in one 
location, we not only can simplify 
procedures for everyone involved, but 
we are able to keep a constant check 
on each operation without becoming 
involved in problems coming at us 
from three different directions of the 
branches. At least for us, control en- 
ables us to have a complete, well- 


functioning organization 
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Order Handling 


ILLING procedures for all four 

houses are handled entirely at 
the Topeka office. Branch personnel 
are involved mainly in writing the 
order. 

Invoices are made out at the 
branches. Four copies of the invoice 
include one each for the customer, 
the Topeka office, the branch and one 
as a packing slip. Invoices are priced 
and extended at each branch before 
a copy is sent to the main house 

At Topeka, billing personnel check 
branch invoices daily for errors and 
then enter the figures into the record 
books. All statements are mailed from 


Topeka, eliminating this paperwork 
for branch personnel. The terms, as 
noted on the invoice form (above) 


are net cash in 30 days. unless cash 
is paid by the 10th of the following 
month. When this is the case, a dis 
count is typed on the order 
© Color-Coded—All statements 
mailed for branches are on different 
colored forms. This makes identifica 
tion for each branch sale easier for 
office personnel at the main house 
Additionally, Metzenthin can keep a 
day-to-day visual record of the sales 
volume for each branch. 

The colors include white for To- 
peka, yellow for Hays, pink for Sa- 


November, 


—Billing: 


Manhattan 
aid, a code letter is in- 


lina and green for 
As another 
cluded on each invoice as part of the 
invoice number. As 
above, the 
office is “S.” 
¢ Shipping Charge—All branches are 
responsible for delivery of 
to their customers 
main office will be asked to ship some 
branch 
this is the 


seen 


Salina 


can be 


code letter for the 


orders 
Occasionally, the 
items to a customer 

When office pe! 
sonnel at Topeka bill these drop ship 
ments to the customer on the colored 
Metzenthin ex 
plains that this procedure eliminates 
worry on the part of personnel at the 
main house about whether the branch 


Case, 


invoice of the branch 


customers will receive a bill for this 
drop shipment from the branch 
Here, again, Metzenthin says that 


s eliminated for the 


paperwork 
branches 

“It's 
is involved in processing 
in billing. The paper 
is a full-time job.” he 
we are equipped for it at the 


amazing just how much time 


orders and 
involved 
‘but 
main 


work 
continues, 


house. This enables the branch per 
sonnel to be free for full-time sell 
ing.” 

e Fast Mailing — Office personnel 


attempt to mail out statements the 
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same day they receive the invoices 


These are dated mechanically, and a 
date slug is changed daily in the bus! 
machine used for 

For fast 
dress plates are used extensively for 
all mailings. (See order 


Along with the address 


ness invoicing 


additional processing, ad 
form above.) 
coded infor 
mation pertinent to the particular cus 
tomer is included. This information ts 
explained in detail on page 67 

e Print Forms—Most 


cluding letterheads, are printed at the 


forms mn 


Topeka office. One section of the sec 


ond floor of the supply house is ck 


voted to printing equipment and pa 
per 

Metzenthin purchases large-size pa 
per in quantity and uses a large pa 


per-cutter to size it for each partic 


ular purpose Also, the company 
maintains a small engraving machine 
where plates can be made for repro 
ducing art work in various mailings 
Forms for 1] branches are the 
same, with the exception of the nam 
of the city. Branch personnel can re 
ceive Stationery and other forms 
whenever they make request 


The 


that by printing his own forms, he ts 


company president explains 


able to save money for other pur 


poses in benefiting the firm 


CONTINUED 








Successful Approach (cont.) 





Sales 


Coverage: 


ITH the purchase of the three 

additional electric supply houses 

in 1958, Kansas Electric Supply per- 

sonnel are able to cover the entire 
state of Kansas. 

For territories, the state is divided 
into five sections, totaling 82,108-sq 
miles. Five outside salesmen cover this 
territory regularly. Three men who 
cover the east, north and south areas 
work out of the Topeka office. One 
man from the Hays office covers the 
northwest portion, and the fifth, who 
travels the southwest part of the state, 
works from the Salina office. (See map 
on p. 62-63.) 

The branch at Manhattan is mainly 
for counter business. With the excep- 
tion of this pick-up business, Topeka 
salesmen call on customers in this 
area. 

While the state exten- 
sively, Kansas Electric Supply sales- 
men Occasionally call on and sell to 
customers in Nebraska, Missouri, Col- 
orado and Oklahoma. At regular in- 
tervals, Metzenthin travels throughout 
the territory to see that all operations 
are being coordinated effectively. 
¢ Daily Reports—The main office, 
to sOme extent, is involved in daily 
sales calls by branch salesmen. This 
phase involves daily salesmen reports 
(above). 

In no way does the Topeka office 
attempt to control the type of cus- 
tomer on which a branch salesman 
calls. Instead, the salesman is helped 
as much as possible by the main 
house, which supplies as much infor 
mation as it can about the custom- 
ers in the branch areas. 

Before a branch manager or sales- 
man makes specific calls, he forwards 
his proposed itinerary, and names of 
customers he plans to see, to Topeka. 
Immediately, personnel there obtain 
the mailing classification cards of each 
customer listed from a master file, and 
stamp a daily report sheet with the 


is covered 
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Attn. Rov Hubbard 

P. 0. Box 409 
Junction City, Kansas 
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Chase Electric Co. 
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Junction City Electric 
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The Junction City Telephone Co. 
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Junction City, Kansas 

T-2 


Gaters Jarceare Co. 
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name, address and coded information 
relating to the customer. 

This coded information tells the 
branch salesman exactly what type of 
customer he is going to see, what the 
customer sells and whether he has 
been given a catalog of Kansas Elec- 
tric Supply. 

“This type of system is good for 
several reasons,” Metzenthin explains. 
“Mainly, we can keep a running tab 
on the salesmen who are out of their 
offices. In case we have to get in 
touch with them for emergency rea- 
sons, we know exactly where they are. 
We know what type of customers they 
are calling on, and can advise them of 
potential accounts they might not be 
seeing.” 

e Reports Returned—Kansas_ Elec- 
tric Supply at Topeka returns the 
printed reports to the branches after 
the pertinent information has been 
printed on the forms. After the calls 
are made, information about each one 
is written onto the space provided on 
the form. This can include data about 
a sale or a possible future sale, dis- 
satisfaction on the part of the cus- 
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tomer, satisfaction about a particular 
service or additional information 
about a specific product. 

The reports then are mailed daily 

with the invoices to Topeka. Any as- 
sistance or answers requested are then 
given immediate attention by Topeka 
personnel. 
e Sales Meetings—To insure con- 
tinuous coordination and to help solve 
problems faced by sales personnel, 
Metzenthin holds regular sales meet- 
ings. Because of the large area cov- 
ered by Kansas Electric personnel, 
these meetings are usually held at cen- 
trally-located cities. 

Topeka, which also is the capital 
of Kansas, is the site for many of 
these meetings. However, Salina, 
which also is centrally located, is the 
scene of many of the sessions. Be- 
cause Metzenthin travels to the 
branches frequently, many problems 
involving specific customers are solved 
this way. 

However, all salesmen are called to- 
gether regularly for a general sales 
discussion and to see sales training 
films to aid them in selling. 
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ADDRESS plates at Kansas Electric 
counter. That's part of controlled 


Charge 
System 


REQUEST FOR ADDITION TO MAILING LIST 


Address_ 


Loose-Leaf Catalog hol der 
Electrical contractor (installation 
Sell wiring supplies over the counter 
Stock small electrical appliances 4 rad 
Stock floor and table lamps 
Stock residential fixtures 
Stock water systems 
Stock attic fans 
tility (power & light 
Industria 


Shell we send cetelogs? 


Credit references 


Now buying open eccount trom 


Approved by __ 


REQUIRED DATA FOR CHARGE-PLATE 


HARGE and address plates are used 

extensively at all of the houses 
of Kansas Electric Supply. This not 
only reduces the amount of work con 
siderably in billing and product infor- 
mation mailings, but it enables office 
personnel and management to main 
tain good control on credit customers 

All address plates for mailings are 
kept at the Topeka office, where all 
correspondence is made. Each branch 
maintains a set of charge plates for 
customers in the particular territory 
In addition, a complete set of charge 
plates for customers of the main house 
and branches is kept at Topeka 
© Close Check—Credit control is 
maintained at all times through peri 
odic checks of accounts by Metzen 


thin. When a customer becomes de 
linquent consistently in paying his 
bills, a red flag is attached to his 


charge plate at both the branch and 
at the main office 

On his periodic trips to the branch 
houses, Metzenthin always checks the 
charge plates to determine the sta‘us 
of those customers with red 
their plates. After he discusses the sit 


tags on 


PLEASE PRINT 


Territery_ 


Porcet Post Zone_ 


City ond Stote_ 


Dun & Bradstreet rating 





KANSAS ELECTRIC SUPPLY CO. INC 





House & Selesmen No 


Firm name 

Owner 

Address 

City ond Stete 
Prepoid freight? 
Freight. or Truck-line 


Peorcel Post Lone 





Cosh? 
Seles Tox? 


Number of copies of invoice required 


Type of occount 
Business classificotion (U-|-OEM-etc 
Lomp cortrect (AR-E.SR.WA 


Moiling clessification 
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uation of each customer with the 


branch manager, he then makes a de 


cision whether or not to put the ac 


count on a cash-only basis 
In making these checks, the distrib 
utor sometimes finds that a custome! 


is not buying regularly from the firm 


When this is the case, he pulls the 
charge plate from the branch and 
main house files, and informs the 


that the firm would prefer 
business Only on 


savs he has lost few 


custome! 
he do a cash basis 
Vietzenthin 
through 


idds that the 


these policies 


customers 


Rather. he account has 


become a better customer in paying 


bills on time and in purchasing in 

more quantity 
Occasionally, the official checks his 

ol the 


changes in the 


charge _ file igainst those 


branches Any coded 


information on the plates or any de 


letions to be made are done at both 
houses immediately. Charge plates are 
in use at each branch counter (left) 


and in the billing department at To 
peka 

e Charge Requests—Kansas_ Elec 
tric requires that any customer want 
ing credit must fill out a detailed form 
(below). Potential credit customers 
are asked to give their business rating, 
credit references and where they have 
accounts 


asks one 


current 
Metzenthin question he 
regarding 


irm 


considers very important, 
the amount of 
expect yearly from the account 


“We have a right to know approxi 


business his can 


mately how much volume we are go 
ing to receive from a credit customer, 
he says. “This is advantageous to both 
ef us in terms of money and service 


we can give the custome! 
If the 
charge plates are made, which include 


application is approved, 
coded information supplied by the ac 
count on the application. One plate ts 
filed at Topeka and another is sent to 
the branch serving the customer 

A detailed explanation of the type 
of coding used on all charge plates 
is shown at the bottom of the credit 
a glance who 
account, the 


application. To see at 


handles a_ particular 


branch initial and territory are listed 
in the upper left hand corner. In this 
case, “T” represents Topeka, and “3” 


is the particular area covered by a To- 
(see map on p. 62) 
information 


shipment, sales tax, 


peka salesman 
Some other 
type of 


shown re 
fers to 
type of account and business classifi 
cation 

For customers in branch areas who 
request Metzenthin asks that 
the proper forms are given to branch 


credit 


personnel and forwarded to the To 
peka office 

“This system not only gives us con 
trol Metzen 
thin flexibility at the 
branches and at the main house.” 


credit customers,” 


“but 


Over 


Says also 
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THE SALESMAN’S TECHNICAL NOTES 





EQUIPMENT 
GROUNDING 


Switch 





2- pose 
cap 





Groundin 
receptacle 


Ungrounded 
ars /f 
pA 


conducror cora 
UNGROUNDED portable e/ectric dri l// 
represents 70 hazard 70 useras 


Jong as adr¢// 78 'n proper operating 
procedure. 


Onground- 
ea Ari// 


ACCIDENTAL GROUND wnside ar//, such 
as corttac? defween ungrounded crr- 
Cult conductor arid rnéta/l 70USs/1797, 
wil! ror (repair operartiora of arith Bur 
entire houstrg will be at sine potentials. 


Ungrounded 
7-wire Aci 
cord 


SHOCK HAZARD Yo user exists with 
this cond /tion, since contac? with @ 
grounded object such as a water 
bipe will cause curren? to Flow 
trom drill housing through user Fo pipe. 


3-pole 
Cap 


> 
Third wireé 
grounded 7o housing 


GROUNDING o7+// Aousing 7 circuit ground 


by means of a thira grounding conducr- 
or and 3-pole cap provides grouna po- 
tential or ousting. Now arty acclderia/ 
Corrtach between housitig and anqround 
Ca ctrcurt Conductor wil) cadse Suse 
to blow and render F sgand ‘Noperab/e, 
imitating shock fajyard. 


Insulated 


3-wire 
branch 
ofrcus. 


grounding 


conductor Green-colored fermina/ 


(s interrially connected 
to grounding s/ots. 


GROUNDING RECEPTACLE 


provides extra termina/ screw and 
grounding s/ots, making ground 
potentia/ avat/able To portable 
devices. 





Neutral bar 
Bonding bolt 


Bare Systen7 
Grourra wire 


SERVICE PANEL CABINET 


‘Ss Grounded Dstallin 
hoddine bo/7 Fe. p neatra/ 
bar and yphreadea ole in 
cabinet 











GROUNDING 
BUSHING 


GROUNDING 
LOCKNUT 


grounding 
conduclor —© 


GROUND CLAMP 
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Pinpoints the Information You Need on... 





Grounding Accessories 


By J. F. McPartland 
and W. J. Novak 


ROUNDING in electrical systems 
refers to the intentional means 
by which the circuits and, or the 

enclosures of electrical equipment 
(frames, housings, cabinets, conduits 
and other raceways) are maintained 
at ground potential. 


Concept of Grounding 


Skillful application of grounding 
accessories can be assured by a thor- 
ough understanding of grounding it- 
self. The more important facts about 
grounding are as follows: 

1. Grounding is one form of protec- 
tion against the potential hazards of 
electrical application. Other forms of 
protection which are suitable alterna- 
tives to grounding under certain con- 
ditions are insulation and guarding. 
2. In electrical circuits, grounding ot 
one of the conductors limits the maxi- 
mum potential to ground from the 
other conductors to ground unde 
normal conditions. It also limits volt- 
age which might otherwise occu 
through exposure to lightning or other 
voltages higher than that for which 
the circuit is designed. 

3. Exposed conductive materials cn 
closing wires and cables and electric 
equipment and devices are grounded 
for the purpose of preventing a poten- 
tiat above ground on such enclosures 
In the case of a grounded electrical 
system (where a circuit conductor is 
grounded in addition to the grounding 
of the conduits, boxes, frames, etc.), 
if one of the ungrounded circuit con- 
ductors were accidentally to come in 
contact with the conduit or a motor 
frame, for instance, the circuit fuse o1 
circuit breaker would open the cir 
cuit. In the an ungrounded 
system (where no circuit conductor is 
grounded), if one of the ungrounded 
conductors were accidentally to come 
in contact with a metallic enclosure. 
there would be no hazardous potential 
on the enclosure because it is already 
at ground potential. 

In either type of system. if the 
metallic enclosures were not grounded 
and one of the ungrounded system 
conductors came in accidental con- 
tact with the enclosure, there would 


case of 


be a dangerous potential to ground 
from the enclosure. Anyone touching 
the enclosure and _ simultaneously 
making contact with a grounded sur- 
face or object (the earth itself, a base 
ment floor, a water pipe, a radiator, 
building steel, etc.) would get a shock 

ranging from slight to fatal de- 
pending upon the voltage and the 
resistance of the path from the hot 
conductor to ground 

For the above 
tric circuits and 
grounded. Circuits are 


reasons, most elec- 
enclosures are 
grounded at 
services and at other sources such as 
generators or transformer secondaries 
When an interior 
grounded at the service entrance, it 
is not grounded elsewhere. The inter- 
connected system of conduits and en- 


closures is also grounded at the serv- 


wiring system Is 


be made com- 
with the grounded 


ice entrance and must 
(bonded) 


circuit conductor 


mon 


The use of grounding accessories to 
accomplish the 
closely tied to grounding requirements 
of the National Electrical Code. Arti- 
cle 250 of the code details the mini 
mum requirements for safety 


above objectives is 


Typical Devices 


The following are the common types 
of accessories used for grounding 
Grounding bushing—This is a special 
form of conduit bushing which ts 
equipped with a_ side-mounted me 
chanical clamp tor connecting a bond 
Such 
where conduit 
meter to service equipment 
The bonding jumper assures electrical 
continuity of the grounding circuit for 
Such jumpers must 
be used around concentric knockouts 
in the service panel or meter box. But 
where concentric knockouts do not 
exist, the conduit bonded to 
the box or panel enclosure by means 
of bonding bushings, bonding locknuts 
or bonding wedges 

Bonding bushing—This is somewhat 
similar to the grounding bushing ex 
cept that a 
driven through the bushing body to 
“bite” into the wall of the 
to which it is desired to “bond” the 
conduit. The screw may pass through 
the bushing perpendicular to the box 
wall or at an angle to wedge between 
the conduit and the box wall. Such a 
bushing may also provide for connect 
jumper ‘vire to ground 


ing jumper bushings are used 


service connects to 


boxes or 


the service layout 


can be 


screw is arranged to be 


enclosure 


ing a 
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Bonding locknut—This is similar to a 
standard locknut, with an angle screw 
through the body to provide a bonding 
“bite” into the box wall, as described 
above. This locknut is used on the 
inside of the service equipment, with 
a standard locknut outside and a 
regular bushing (fully insulating type, 
for instance) over the bonding locknut 
Such locknuts are place of 
bonding bushings 

Bonding wedge—This is a flat ¢ 

shaped device designed to be used be- 


used in 


tween the wall of the box and a regu- 
lar bushing. It is equipped with “bit 
screws on its side to provide a 
bond and conduit 

Grounding clamp—this is a device 
which provides for connection of a 
grounding conductor to the water pipe 
Made in a 
sizes, typical clamps provide for con 


ing” 
between box 


or ground rod range of 


nection of bare or insulated ground 
ing conductors, armored ground wires 
and grounding conductors in conduit 
Clamps are 


of water 


made to fit various sizes 


pipes, and special units are 
made for connecting to ground rods 
Ground rods—These are made 


where a_ Satisfactory 


elec 
trodes tor use 
ground is not available 


water piping 


Typical rods are made in lengths up 


to 40 feet, and in diameters varying 
from %s-in. to | in. They are made 
in single lengths or in sections. Some 


rods have molten-welded copper ex 
teriors over steel cores others are 
hot-dipped galvanized. Rods may be 
hand driven or power driven 

Ground conductors — Common 


grounding wires include: bare armor 


ed ground wire, with either a solid or 
stranded conductor, in sizes from No 
& to No. 4: 


conductors 


bare copper or aluminum 


either solid or stranded; 


and insulated conductors. According 
to the common 
grounding conductors may be of cop 
other mate 
rial—solid or insu 
lated. In 


type of 


code system oF 


per or corrosion-resistant 
Stranded, bare or 
addition to the foregoing 
bus-bar, 


EMT or 


used for 


conductor, a a rigid 


conduit. a steel pipe armor 


on cable may be grounding 


equipment and conductor enclosures 


Galvanized steel ground wire is used 
for pole-line grounding 

Ground-wire moulding—Ihis is wood 
molding made with a C-shaped cross 
section for covering and mechanically 
protecting 


ilong walls 


bare ground wires run 


yr down poles 


Next: X-Proof Equipment 
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too much time in the huddle 


Indecision? I don’t know if it’s the 
a - cause or whether it’s that fierce desire 
to call the perfect play. But, the penalty for too much 
time is the same regardless of the reason. 

Like my business. I’m an electrical wholesaler off 
the football field. Buying right is just as important to 
my profit column as selling right, and sometimes I’ve 
been penalized for taking too much time deciding. In 
fact, you might call it too much time in the huddle 
because I call in some of the other boys, and among 
the bunch of us we can shoot a whole morning 

Well, not long ago I started to do some thinking 
about a fellow who called on me representing Porce- 
lain Products Co. of Carey, Ohio. He said his com- 
pany has been serving the industry since 1894. He 
had a catalog showing some 127 different electrical 
supply items. They were top quality and showed the 


type of design and craftsmanship that only years in 
the business can accomplish. He also pointed out that 
by ordering from this one reliable source. I could save 
time making out purchase orders, receiving reports, 
checks, inventory sheets. There would be fewer ship 
ments to check in and of course there would be a 
substantial savings in freight 

He said Porcelain Products Co. could furnish a 
well rounded line, including wireholders, mast kits, 
house brackets, copperweld ground rods, racks, spools, 
clevises, wedge grips, split bolts and many others. 

Makes sense to me. Next order I’m sending to 
Porcelain Products. And, incidentally he said a copy 
of their new catalog was mine for the asking. Bet 
they’ll send you one too if you write. No obligation, 
of course. 


PORCELAIN PRODUCTS CO. AREY, OHIO 


N. PATTERSON ST 
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Selective 
Distribution 


CONTENTS OF THIS 
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page 71 
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In Selective Distribution 
page 73 


By Albert J. Borelli 


Size of Investment 


Requirement ; : : : 
Here are extensive excerpts from the first de- 


Ge : finitive study of selective distribution in mar- 

ea keting literature. Prepared in connection with 

e Sale . : : 

the author's graduate studies at Duquesne Uni- 

ae versity School of Business Administration, this 

cuae Peay study is sure to be seized upon by distributors 
And Control : ; 

and manufacturers alike as the basis for a re- 

consideration of this most important subject. 


page 75 
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page 77 
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Introduction 


To Study 


NE of the most provocative subjects within the elec 
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page 83 


9a ta of trical wholesaling industry is selective distribution 
Manufacturer’s Support a subject which is continually being hashed and re 
page 84 hashed by manufacturers and distributors alike. Unfor 


tunately, and in a sense inexplicably, much is said about 


Direct Selling and 
it and too little is done about it. Even though the selective 


The Selective Process 


page 86 distribution technique as related to the electrical whole 


saling industry is by no means new, entirely too few man 





Destiny of the ufacturing organizations have successfully pursued this 
Independent Distributor type of distribution policy. Currently, however, in view 
page 87 of stiffening competition and consequently the narrowing 
Legal of profit margins, a number of manufacturers bave vigor 
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page 88 distribution in an effort to improve their marketing ef 
7 ficiency 
Findings, Conclusions In general, manufacturers associated with the electrical 
And Recommendations wholesaling industry are in agreement that the utilization 





page 91 of a selective distribution system in their sales approach 
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Introduction (cont.) 





Purpose: to spell out advantages and disadvantages 


should be mutually advantageous for their distributors 
and themselves alike—mutually advantageous with re- 
spect to (1) improving profit possibilities, (2) handling of 
service functions more effectively and (3) adding oppor- 
tunities for the coordination of sales activities. Ironically, 
a number of manufacturers who have been dabbling in or 
have converted to the selective distribution technique are 
finding that this system of distribution has failed to bear 
the theoretical fruits which they had envisioned. A look 
through the other end of the barrel to obtain the dis- 
tributor’s perspective of selective distribution would be 
enlightening as to the why of the apparent unproductive- 
ness of this type of distribution technique in many of its 
past and current applications. 

The purpose of this study is to spell out the advantages 
and disadvantages of the selective distribution technique 
as related to the independent electrical wholesale distrib- 
utors, with the primary objective of determining under 
what conditions selective distribution would and would 
not be a desirable marriage for the electrical distributor. 
It is also anticipated that the study will unfold significant 
guidance data which will provide encouragement and 
will be instrumental in simultaneously broadening the 
manufacturer’s approach and aiding him in the installa- 
tion and administration of an effective selective distribu- 
tion system. 

interpretations and Opinions 


In its method, the study penetrates the core of the 
selective distribution technique—the independent distrib- 
utor—as a means of extracting his interpretations and 
opinions of the responsibilities and objectives associated 
with this method of distribution. This approach deviates 
from the more or less stereotyped interpretations of the 
selective process as commonly found in the selective dis- 
tribution policies published by a number of the industry’s 
manufacturers. 

Although the research and findings of this study have 
been specifically concerned with the independent electri- 
cal wholesale distributors located within the continental 
United States and Hawaii, the material which has been 
developed should be applicable in many respects to the 
selective distribution techniques involving “chain houses” 
within the industry itself, as well as to the independent 
and “chain” distributors of allied industries. The “chain” 
organizations within the industry, which are (1) General 
Electric Supply Co., (2) Graybar Electric Co., Inc., and 
(3) Westinghouse Electric Supply Co. were excluded from 
this work as the relationships between the manufacturers 
and the “chain” distributors are on a somewhat different 
plateau than are the relationships between the “inde- 
pendents” and the manufacturers. This differentiation 
will be borne out to a degree in various areas which this 
work encompasses. 

Too, the research and findings of this study are not im- 
mediately concerned with what may be termed “forced” 
selective distribution techniques which are in most in- 
stances commanded by the distribution of those products 
(1) requiring an exceptionally high-level of technical 
knowledge for their sale and application; (2) possessing 
an unusually high unit dollar value; or (3) possessing ex- 
treme bulkiness—even though certain segments of the 
study will coincide in principles with these special cases 
of selective distribution. 

Nor are the research and findings immediately con- 
cerned with exclusive distribution or specialty distribu- 
tion even though selective distribution may assume, under 
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certain conditions, an exclusive or specialty distribution 
aspect. Furthermore,. it must be assumed that selective 
distribution is sometimes limited by geographical con- 
siderations whereby the installation of such a method of 
distribution may be impractical owing to an insufficient 
number of distributors within a given area or a lack of 
sales potential for a particular territory. 

Another factor which somewhat limits the scope of the 
study is the consideration in the research work of only 
those manufacturers producing electrical construction 
commodities for the electrical wholesaling industry; how- 
ever, this limitation will not materially reduce the ap- 
plicability of the findings to those manufacturers produc- 
ing other electrical materials for the industry as their 
distribution operations, policies and performances are 
practically of an identical nature. 

Defining ‘Selective Distribution” 

One of the more important aspects in preparing the 
research program for the study was the development of a 
suitable definition for the term, “selective distribution,” 
as there is conspicuous evidence that the meaning of the 
term varies considerably throughout the industry. For the 
purpose of this study, selective distribution is defined as 
follows by the author: 


Selective distribution is a coordinated marketing ef- 
fort between the independent electrical wholesale 
distributor and the manufacturer of electrical con- 
struction material for the explicit purpose of mutu- 
ally obtaining profitable sales results through a pol- 
icy which provides for a minimum of distributors to 
be selected as required for adequate territorial cover- 
age. 

The source of research data for this paper was almost 
exclusively the independent distributors themselves who 
supplied considerable information (both of a qualitative 
and quantitative nature) in answering a very demanding 
four-page questionnaire. The libraries offered little pub- 
lished material concerning selective distribution as most 
sales and marketing books touched lightly and in general 
terms on the subject. A number of periodicals published 
exclusively for the electrical wholesaling industry have 
from time to time included discussions or reports relative 
to selective distribution, but these were limited as to 
content and scope in most instances. 

The questionnaire was mailed in December 1957 and 
January 1958 to 1,114 independent distributors as listed 
in the 1956-7 Directory of Verified Electrical Wholesale 
Distributors, published by the McGraw-Hill Publishing 
Co., in an attempt to obtain an all-inclusive census of the 
verified independent distributors. 

The results of the questionnaire research were success- 
ful beyond expectation inasmuch as the percentage of 
response was 26.0%, while a normal return for this type 
of mail questionnaire would be approximately 10 to 15 
per cent. In addition, the pattern of response was ex- 
ceptionally similar to the cross-section of the distributors 
to whom the questionnaires were mailed. These very 
favorable results of the research program provide a con- 
vincing and significant justification of the validity of the 
material developed,' as the nucleus of the content and 
findings of this study is to be found, to a considerable 
measure, in the information contributed by the inde- 
pendent distributors through the research questionnaires. 


*Editor’s note—for the sake of brevity, such validating data was 
not included in these excerpts. 
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CHAPTER 2 





ONTRARY to certain areas of opinion within the 

electrical wholesaling industry, an exceptionally high 
percentage of independent distributors have a thorough 
comprehension of and have had actual experience with 
the selective distribution technique. This was conclusively 
verified when, in answer to the question, “As an in- 
dependent electrical wholesale distributor do you partici- 
pate in any form of selective distribution?” 262 out of 
280 or 93.6% of all the distributors who answered the 
research questionnaire replied in the affirmative. 

Considering the validity of the findings as previously 
justified, this can be interpreted further as meaning that 
this proportion of all verified independent electrical 
wholesale distributors are currently participating in the 
selective process in some form or to some degree. The 
93.6% participation figure should in no way imply that a 
large percentage of manufacturers supplying the electri- 
cal wholesaling industry employ the selective distribution 
principle, as in reality there is a dearth of such manu- 
facturers currently utilizing this method. 

Considering the large number of lines carried by the 
average independent electrical wholesale distributor, it is 
readily understandable why it is possible for so many 
“independents” to have had selective distribution experi- 
ence, even though a relatively few manufacturers asso- 
ciated with the industry are practicing the selective proc- 
ess and relatively few lines are carried, in most instances, 
on a selective basis. Again it is well to point out that the 
core of the study was developed from the information 
supplied by the independent distributors themselves, and 
since such a very high percentage of distributors have 
had selective distribution experience it strengthens the 
justification of the validity of the findings to a consider 
able extent. 


No Special Characteristics 


Surprisingly, there are not any particular or peculiar 
characteristics associated with the independent distributor 
who participates in selective distribution. The size of his 
operation with respect to the number of salesmen em 
ployed or to the square footage of floor space occupied; 
the type of business operation he is conducting, whether 
it be a branch house, a main house with supporting 
branches, or a one-house-one-location operation; or the 
size of city by population in which he is operating his 
business have little influence as to whether he does or 
does not participate in the selective process. 

Of course, as previously pointed out, there are certain 
geographical considerations such as a limited number of 
distributors operating in a particular area, or a territory 
with limited sales potential, which are not conducive to 
the application of the selective -distribution technique. 
However, these limitations have not accounted for any 
serious discrepancies in the findings of the study. Tables 
(right) have been developed to verify the finding that 
there are no special characteristics associated with those 
independent distributors who participate in selective dis- 
tribution. (Continued on next page) 
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Extent of Participation 


In Selective Distribution 


INDEPENDENT DISTRIBUTOR PARTICIPATION 
IN SELECTIVE DISTRIBUTION . . . 


Classified by Population of City Where Located 


SELECTIVE DISTRIBUTOR PER CENT OF 
CITY PARTICIPATION TOTAL AFFIRMATIVE 
POPULATION YES NO RESPONSES RESPONSES 
0 to 25,000 47 10 57 82.5% 
25,001 to 50,000 48 1 49 98.0 
50,001 to 100,000 4 1 45 97.8 
100,001 to 250,000 56 2 52 96.2 
250,001 to 500,000 25 25 100.0 
500,001 to 1,000,000 23 2 25 92.0 
Over 1,000,000 25 2 27 92.6 
TOTAL 262 18 280 93.6% 


1950 Census of Population 


IRRESPECTIVE of city size, the probability is very high that 
the independent distributor participates in selective distribution 


Classified by Number of Salesmen Employed 


NUMBER OF 

INSIDE AND SELECTIVE DISTRIBUTOR PER CENT OF 

OUTSIDE PARTICIPATION TOTAL AFFIRMATIVE 

SALESMEN YES NO RESPONSES RESPONSES 

0 to5 89 9 98 90.8% 

6 to 10 106 5 11 95.5 

1] to 15 27 2 29 93.1 

16 to 20 14 14 100.0 

21 and over 22 l 23 95.6 

Not listed 4 ] 5 80.0 

TOTAL 262 18 280 93.6% 
TOTAL number of inside and ouside salesmen employed has 
practically no effect in restricting participation 


Classified by Square Footage of Floor Space 


SQUARE SELECTIVE DISTRIBUTOR PER CENT OF 
FOOTAGE OF PARTICIPATION TOTAL AFFIRMATIVE 
FLOOR SPACE YES NO RESPONSES RESPONSES 
0 to 11,000 96 10 106 90.5% 
11,001 to 21,000 8] 2 83 97.7 
21,001 to 41,000 47 3 50 94.0 
41,001 to 76,000 19 l 20 95.0 
Over 76,000 8 - 8 100.0 
Not listed 1] 2 13 84.7 
TOTAL 262 18 280 93.6% 
SQUARE footage of floor space occupied has little limiting 


rai ) 7 ’ 
fect on distributor with respect to his participation 








Participation (cont.) 





‘The selective process is in popular demand’ 


It has been established that more than 90.0% of all 
verified independent electrical wholesale distributors par- 
ticipate in selective distribution in some form and to 
some degree. Another significant question is whether their 
participation in the selective process has been the result 
of a singular action on the part of the manufacturers or 
whether the participation is by mutual agreement of the 
parties involved. Or in a more direct vein, is selective dis- 
tribution something needed and wanted by the inde- 
pendent distributor himself? 


Revealing Comments 

An examination and analysis of comments made by 
a number of “independents” concerning their participa- 
tion in the selective technique is revealing. In an attempt 
to obtain a good cross-sectional distributor response of 
comments made relative to distributor participation in 
selective distribution, distributors were selected (1) from 
different geographical areas, (2) from varying size of 
business operations and (3) from different types of busi- 
ness operations. The following are examples of typical 
comments received in response to the research question- 
naire: 


1. A oOne-house-one-location distributor of limited 

business size located in a large midwestern city 
commented: 
“We firmly believe that a selective distribution 
policy is the most effective and most economically 
sound method of placing merchandise in the con- 
sumer’s hands,” 

. A main house distributor (with one branch) of 

medium-large business size located in a large 
southwestern city commented: 
“We are an authorized selective distribution outlet 
for several items, and we are more zealous in 
spending time, money, and sales effort in the di- 
rection of these companies.” 

. A one-house-one-location distributor of small bus- 
iness size located in a small midwestern city com- 
mented: 

“We stock several selective items and have found 
that the sales increase each year. This is to our 
advantage as we make a larger percentage of 
profit with these products and stand to make 
larger profits over the years to come.” 

A one-house-one-location distributor of small bus- 
iness size located in a medium size southeastern 
city commented: 

“At every opportunity we have we participate in 
selective distribution, but it is deplorable that 
we have so few chances to do so.” 

A main house distributor (with one branch) of 
medium-large business size located in a large mid- 
western city commented: 

“Several manufacturers whom we represent have 
seen fit to have a selective distribution policy, 
and we are quite happy to be associated with 
them.” 

A one-house-one-location distributor of small 
business size located in a medium size city in 
New England commented: 

“Concerning selective distribution, it is the only 
way I can remain a full-functioning distributor.” 
A one-house-one-location distributor of small 
business size located in a medium size south- 
western city commented: 


“We participate in selective distribution at least 
with a few manufacturers of quality products. 
The relationships seem to be mutually satisfac- 
tory.” 

. A one-house-one-location distributor of medium 
business size located in a medium-large north- 
western city commented: 

“Whenever possible we participate in selective 
distribution.” 


In Demand 

Many comments similar to those listed, although not 
solicited in the question relating to participation in selec- 
tive distribution, were freely contributed by the inde- 
pendent distributors. In fact, out of the 262 distributors 
who affirmed their participation in selective distribution, 
108 or 41.3% volunteered information relative to the 
importance and need of the selective process in the op- 
eration of their businesses. They asserted that this was 
the method of distribution through which they felt they 
could accomplish more for themselves and the manu- 
facturers alike. They maintained that it was a distribu- 
tion system which did not have to be forced upon the 
independent distributors. To the contrary, selective dis- 
tribution is in distributor demand with an existing scar- 
city of participating manufacturers. It is of prime im- 
portance to note that not one unfavorable comment con- 
cerning selective distribution was received from the 262 
distributors who affirmed their participation in this system. 


Participation—Summarized 

To summarize this chapter, the independent electrical 
wholesale distributors are well schooled in their knowl- 
edge of selective distribution as more than 90% of all 
verified independent distributors are actively participat- 
ing in selective distribution in some form and to some de- 
gree. For the most part, there are no special character- 
istics attached to those independent distributors who are 
engaged in the selective distribution technique. How- 
ever, there is a traceable, but not too significant, limit- 
ing effect to the participation in the selective process 
which is found in (1) being a small distributor with re- 
spect to floor space occupied or with respect to the total 
number of inside and outside salesmen employed which 
limits territorial coverage, and (2) being located in an 
area with a limited sales potential, such as quite often 
found surrounding small cities which are not near heavily 
populated areas. 

It is indicated by the representative statements that 
the selective process is in popular demand by the inde- 
pendent distributors; and if more manufacturers had the 
same inclination, the electrical wholesaling industry 
would be Operating, in all probability, more efficiently. 
The distributors felt that the overall industry operating 
efficiency would improve considerably in terms of (1) 
improved profits for both the distributor and manu- 
facturer alike, (2) better coordinated sales efforts between 
distributor and manufacturer and (3) improved services 
and relationships for the industry’s customers. It appears 
that selective distribution is a crucial need and want of 
the independent distributors, but for some reason many 
manufacturers quite often fail to attain the full signifi- 
cance of the distributor’s prespective toward the selec- 
tive process. Consequently, many manufacturers continue 
to shun a selective distribution policy with probable det- 
riment to themselves, the independent distributors and 
the industry as a whole. 
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CHAPTER 3 





EFORE delving into the effect of the size of invest- 

ment upon distributor participation in selective distri- 
bution, it would be well to review the purpose and func- 
ton of the independent electrical wholesale distributor as 
a member of the electrical wholesaling industry team 
In the eyes of most manufacturers serving the industry 
today, the existence of the independent distributor is 
necessary and justified as an instrument to place the 
manufacturer’s product into the ultimate consumer’s 
hands in a most economical, efficient and expeditious 
manner. The independent distributor is to act as an 
efficiency-coupling between the pipelines of production 
and consumption—a coupling which should manifest 
itself in excellence of service, efficiency in operation, 
economy of costs and harmony in relationships. 

Factually, from the manufacturer’s perspective, this is 
the only reason for an independent distributor to be in 
business. And, of course, the independent distributor's 
credo as to the why of his existence for being in business 
should be one of sure-footed confidence in his ability 
to most effectively serve the manufacturers in the dis- 
tribution of their products during the course of his 
recognized pursuit for profit 

If the independent distributor is to bridge the gap 
between production and consumption, it is obvious that 
the only method in which this can be successfully 
accomplished is by the distributor maintaining adequate 
inventories of the products he intends to distribute. This 
inventory function is basic to the retention of his identity 
as an independent electrical wholesale distributor. With- 
out proper inventories, the independent distributor 
transforms himself into the form of a broker or jobber, 
and, of course, broker and jobber operations have 
practically no concern with the function of carrying 
product stocks. 

Since it is the independent distributor’s business to 
adequately inventory, it logically follows that he should 
endeavor to utilize a system which enables him to 
maintain the proper stocks at a minimum investment 
requirement. Such a system is selective distribution, which 
by its very essence implies the maintenance of adequate 
stocks for a minimum number of lines and, consequently, 
should hold the distributor’s investment requirement to a 
minimum amount. 

Even though the distributor may be desirous of 
utilizing the selective distribution technique toward a 
more efficient and effective distribution operation, the 
question arises as to whether he is restricted from 
participating in the selective process. In Chapter 2, it 
was conclusively verified that the independent distributor 
required no special qualifications with respect to such 
characteristics as location, size of sales force, square 
footage of floor space occupied, etc. to participate in 
selective distribution. However, there is another impor 
tant restriction possibility which should also be considered, 
and that is the size of investment requirement needed 
by the distributor in order to carry the minimum 
inventories as prescribed by the manufacturers. 

Of the 253 independent distributors who responded to 
the question, “Are independent electrical wholesale 
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‘Does Investment Required 


Restrict Participation? 


distributors restricted from participating in selective 
distribution due to the size of investment required?” 
162 or 64.1% replied in the negative, while 91 of 
35.9% answered in the affirmative. It is to be noted 
that the ratio of no to yes answers is less than 2 to | 
Furthermore, of the 253 who responded to this question, 
171 or 67.6% qualified their answers with explanations 

In evaluating the negative comments, it is well to 
point out that it appears that none of the distributors 
who have qualified their no answers have ever had 
trouble with the investment requirement, and only a few 
believe there is a possibility of other distributors having 
such a problem. Furthermore, it is significant to note 
that almost 25% of those who qualified their no answers 
indicated that the manufacturers were very cooperative 
and considerate in doing business with the independent 
distributor. 

In evaluating the affirmative comments, it is to be 
noted that more than 80° of the qualified yes answers 
indicated that the manufacturers were responsible for 
restricting the distributor in the participation in selective 
distribution. These explanations can be attributed to a 
number of possibilities of which the most significant ones 
are listed as follows: 

1. There may be a percentage of manufacturers 
whose marketing policies are such that restricts 
them from the utilization of the smaller distribu- 
tors. Such policies could in some instances work 
to the detriment of the manufacturers in that they 
would miss a segment of the market covered only 
by the smaller distributors 

2. Another possibility is that some distributors may 
be functioning, with respect to a number of lines, 
on the fringe of a broker or jobber operation and 
thus are carrying a large number of similar and 
inadequate inventories which may be tieing up 
more capital than is actually necessary. This, in a 
sense, amounts to the distributor actually competing 
against himself 

3. It is also possible that some distributors, irrespective 
of size, are not properly equipped to satisfactorily 
handle the distribution of the manufacturer’s prod- 
uct; and not necessarily from an inventory stand- 
point, but rather from the standpoint of not being 
adequately equipped in such areas as sales per- 
sonnel, sales promotion, management, etc 

4. Possibly some manufacturers are improperly ap- 
plying the selective distribution technique in that 
their demands upon the independent distributors 
may be unreasonable in the sense of realizing a 
mutually coordinated sales effort. Too, their de 

mands may be of such a nature that they restrict 

many independent distributors from initially quali- 
fying as a selective distribution outlet 

5. There may be instances of misunderstanding 

between the distributor and the manufacturer due 

possibly to a lack of proper sales and communica 

tions education on the part of the manufacturer 

In summarizing this chapter, the independent elec 
trical wholesale distributors are not completely in 
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agreement as to the effect that the size of investment 
requirement has on the distributor’s participation in 
selective distribution. Even though the responses of the 
distributors were in ratio of approximately 2 to 1 that 
the size of investment did not restrict participation in 
selective distribution, the rather large minority gave 
indication that possibly there are certain restrictive 
forces at work. 

It appears that possibly some manufacturers have 
marketing policies which are distinctly pointed toward 
the “chains” and the large “independents” and thus limit 
the smaller distributors from participation in their 


selective program; in some cases, such policies could 
operate to the disadvantage of the manufacturer. Too, 
it is possible that some distributors are lacking in 
business or management maturity, or have other short- 
comings which prevent them from operating in a manner 
that is conducive to the selective policies established by 
certain manufacturers. Finally, there may be instances 
where the distributor and manufacturer do not see eye 
to eye as to what each is to expect from the other. 
This usually implies the need and installation of a sound 
communications and educational program on the part 
of the manufacturer. (End) 





CHAPTER 4 


Does Participation 


Guarantee Sales? 


Distributors seem to be in harmonious agreement that 


sales evolve from sweat and not from guarantees. 


y discussing whether participation in selective distri- 
bution guarantees a percentage of sales, it would be 
well to closely examine the definition of selective distri- 
bution which was developed for the study. In Chapter 
1, selective distribution was defined as follows: 


Selective distribution is a coordinated marketing 

effort between the independent electrical wholesale 

distributor and the manufacturer of electrical con- 
struction material for the explicit purpose of mu- 

tually obtaining profitable sales results through a 

policy which provides for a minimum of distributors 

to be selected as required for adequate territorial 
coverage. 

An examination of the portion of the definition, “a 
policy which provides for a minimum of distributors to 
be selected as required for adequate territorial coverage,” 
gives the impression that possibly selective distribution 
is in a sense instrumental in guaranteeing the independ 
ent distributor a percentage of sales. Since the definition 
unquestionably places a restriction on the number of 
distributors that are selected for any given territory, 
it becomes apparent that the sales for any given territory 
can be credited only to those distributors who have 
established a selective distribution policy with the manu- 
facturer whose products have been sold. Moreover, the 
idea of guaranteeing a percentage of sales becomes more 
pronounced, of course, when in accordance with the 
definition of selective distribution the manufacturer re- 
quires only one independent distributor to give him 
adequate territorial coverage for a particular area. 

A further examination of the definition results in a 
somewhat divergent interpretation as to the plausibility 
of the selective process guaranteeing a certain percent 
age of sales. For example, when the portion of the 
definition, “selective distribution is a coordinated mat 
keting effort between the independent electrical whole 
sale distributor and the manufacturer of electrical 
construction material for the explicit purpose of mutually 
obtaining profitable sales results,” is considered, an en 
tirely different tone of meaning is attained on the 
concept of the guaranteed sale. In this instance, the 
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inference is that sales result only through a mutual 
effort on the part of the independent distributor and 
the manufacturer and that no percentage of sales can 
be guaranteed. 

In the comments submitted by the independent dis- 
tributors, it will be noted that there exists a wide 
difference of opinion as to whether or not selective 
distribution guarantees a percentage of sales. The pattern 
of their comments follows to a considerable extent the 
interpretations developed from the definition of selective 
distribution. 

In answer to the question, “Are a certain percentage 
of sales guaranteed by participating in selective distribu- 
tion?” 149 out of 265 or 56.2% of the independent 
distributors replied in the negative, while 116 out of 
265 or 43.8% responded in the affirmative. 

In evaluating the negative comments, it is to be noted 
that more than 80% of the independent distributors 
have definitely indicated that sales have to be earned 
and that there is no guarantee of a sales percentage by 
participating in the selective process. Most of the dis- 
tributors commented that the necessary effort must be 
expended by either the distributor or the manufacturer 
and, in most instances, both parties in order to effect 
sales. It is also evident that the effort expended toward 
sales may be of a latent nature, hidden in the guise 
of established territories, faithful customers, product ac- 
ceptance, etc. This further amplified the distributors’ 
conviction that sales must be worked for and that they 
do not automatically develop. 

In evaluating the affirmative comments, it is to be 
noted that approximately 80% of the distributors indi- 
cated that the sales were only guaranteed through a sales 
effort on the part of the manufacturer, the distributor 
or the combination of the two parties. Interestingly, this 
is the exact feeling exhibited in more than 80% of the 
comments made by the distributors who responded in 
the negative concerning the guaranteeing of a percent- 
age of sales through participation in selective distribu- 
tion. Actually, a little further analysis should reveal that 
the similar comments to both the yes and no answers 
are not too surprising. (Continued at top of next page) 
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From the comments made by the independent dis- 
tributors, it is very doubtful if any of them believes 
that a certain percentage of sales are guaranteed by 
their participation in selective distribution. Furthermore, 
their comments distinctly point up the idea of the re- 
quired effort to achieve sales regardless by whom or in 
what manner it is exerted. The distributors seem to be 
in harmonious agreement that sales evolve from sweat 
and not from guarantees. 

Of considerable importance was the opinion of many 
distributors that the participation in selective distribution 
did afford a better opportunity to achieve the hypo- 


thetical guaranteed sale. Too, it was indeed interesting 
to note that the concept of mutual effort on the part 
of the distributor and manufacturer was brought into 
focus by many of the distributors as the answer to 
registering the sale on a quasi-guaranteed basis. In the 
opinion of the independent distributors, it is rather ap- 
parent that selective distribution affords them an ex- 
cellent opportunity (much more so than open or free 
distribution) to work with the manufacturer for mutual 
sales effort and sales results, and this, in a sense, 
amounts to arriving close to the guaranteed sales as can 


be expec ted 





CHAPTER 5 





Does Participation Affect 
Price Flexibility and Control? 


Distributors overwhelmingly agree that selective distri- 


bution provides greater price protection. 


OT unlike other wholesaling industries, and possibly 

to a greater extent, the electrical wholesaling indus- 
try has suffered from the results of the post-war boom 
and readjustment during the past 12 years. Immediately 
following World War Il, the surge of residential, com- 
mercial and industrial building construction coupled 
with the demand for scarce and newly-developed ap- 
pliances (with their additional power requirements) and 
post-war electrical military needs of the government 
created unprecedented sales potentials for every elec 
trical wholesale distributor. 

Practically all distributors met this challenge of op- 
portunity by expanding their facilities—adding floor 
space, hiring additional sales personnel, instituting de- 
velopment and training programs for their people, es 
tablishing branch operations, taking on new lines and 
covering larger sales territories. As a result, the entire 
decade following the Second World War, except for a 
mild recession prior to the Korean War, marked a pe- 
riod of rapid, continuous and substantial growth for all 
but a very few electrical wholesale distributors as sales 
volumes and profits soared to all time highs. 

Even though the electrical distributors prospered 
during this growth period, there were certain danger 
signals in the industry which became evident at times. 
The warning flags went up during the moderate reces- 
sion just prior to the Korean conflict and again during 
the 1957-58 recession, indicating that for the most part 
the major constituents of the industry, which included 
contractors, distributors and manufacturers alike, were 
unable to cope realistically with the recession intervals 
during the long-range growth process 


Threat to Existence 


It was in the midst of these recession periods that 
many contractors, distributors and manufacturers be- 
came somewhat panicky in an endeavor to maintain 
the record sales volumes they had previously established 
In their somewhat frantic and foolish struggle to retain 
sales volume during these off-periods, their established 
price structures for materials, which were based on a 
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reasonable return of profit, were abandoned for highly 


fluid price schedules, These were purposely designed with 


regardless of the fact 


that the taking of orders under such conditions resulted 


the idea of maintaining volume, 
in little or no profit and, in many instances, losses 

Actually, if the contractors, distributors and manu 
facturers would have settled for a little less volume 
but would have retained reasonable profit margins, there 
would have been few, if any, serious growing pains 
than those which normally accom 
Unfortunately, the 
1957-58 recession took its toll of the volume-no-profit 


experienced othe! 


pany a rapidly-expanding industry 


distributors who assumed that it was possible to survive 
by overstressing volume 

[here is probably no greater threat to the very ex 
istence of the electrical wholesale distributor, and espe- 
cially the independent electrical wholesale distributor, 
ce-culting The price 
chameleon-type effect on the elec 
trical distributor, as it narrows his profit margin to the 
point where he cannot aff 


with the expected distri 


than the practice of aimless pr 


cutting practice h 






d to provide his customers 








itor service. Consequently, he 
gradually begins to assume the true color of a broker 


or jobber. This end is inevitable, since the distributor 
actually has only one area in which to economize as 
his profits begin to dwindle, and, of course, this is in 
the area of service—his lifeline of existence 


But most alarming is the fact that as soon as the 


electrical distributors begin to shun their service responsi 
bilities, it immediately provides justification for the 
manufacturers to (1) consider the establishment of their 
own warehouse facilities in the field, (2) weigh the pos 
sibility of selling direct and (3) sell to the jobber or 


roker-type operation without ethical hesitation. In cap 


sulizing, it can be said that aimless price-cutting can 
readily lead to the distributor’s downfall in business 

It is not intended that an implication be established 
that the electrical distributor is the sole culprit of the 
reckless pricing practice, as in most instances of price 


cutting there is usually collaboration among the distrib- 
utor, manufacturer and contractor. Furthermore, there 
ire many instances when the manufacturer or contractor 
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Price Flexibility and Control (cont.) 





Selective distribution can act as a stabilizing force 


is the instigator of such pricing practices. Even though 
this study is directed toward the electrical wholesale 
distributor’s perspective, it is not to be construed that 
the effects of aimless price practices by the manu- 
facturer or the contractor produce any less serious 
results. Moreover, there are numerous people within 
the industry who are under the impression that most price- 
cutting practices are rooted in the manufacturer (this 
was borne out by the comments made by the distrib- 
utors). 

The weaknesses and dangers of reckless pricing 
practices to which most electrical distributors will yield 
under the pressure of sagging or irregular industry 
market conditions have been spelled out. But as yet, 
we have not examined what type of relationship exists 
between pricing practices and selective distribution, 
although it is suspected that some such relationship 
should exist. 


Two Key Questions 


In attempting to establish this relationship, two ques- 
tions were included in the research questionnaire which 
were directed at critical pricing areas; namely, price 
flexibility and price control. One question asks: “Con- 
cerning price protection, does selective distribution pro- 
vide better protection than does open or free distribu- 
tion?” while the other question asks: “Under selective 
distribution is there a lack of flexibility in meeting the 
competitive price?” 

It was felt that the independent distributor’s answers 
to these questions would unfold significant data to 
determine whether selective distribution enables him to 


maintain proper price structures and yet allows him the 
necessary price latitude to compete under changing 
market conditions. 

In answer to the question concerning price protection, 
250 out of 276 or 90.6% of the independent distributors 
replied in the affirmative, while 26 out of 276 or 9.4% 
responded in the negative. 

In analyzing the distributors’ replies to the price 
protection question, the most significant aspect of the 
responses is that more than 90% of the distributors 
had definitive opinions that selective distribution does 
provide better price protection than does free or open 
distribution—a rather conclusive result in favor of the 
selective process in acting as a control tool in the price 
protection area. Moreover, the examination of the affirm- 
ative comments revealed that the distributors believed 
that better price protection was attained through selective 
distribution as it (1) established a partner-type relation- 
ship between the distributor and manufacturer, (2) 
limited the number of vendors in a particular sales area, 
(3) introduced salesmanship into the business by elimi- 
nating the broker or jobber-type of operator, (4) reduced 
price cutting and (5) created an incentive to build lines. 

Although the negative comments were few, the largest 
group (approximately 35%) indicated that selective 
distribution does not help in providing price protection 
as there is competition among the lines of different 
manufacturers. Of course, there always will be com- 
petition among lines, but there is no good reason why a 
particular line should be competing against itself—a 
practice which selective distribution is effective in 
eliminating. (Continued at top of next page) 





CHAPTER 6 


Is the Limiti 


ng Effect on 


Brand Selection a Disadvantage? 


Distributors are equally divided as to whether or not 
there is a disadvantage because of the limiting effect. 


NTRINSICALLY, selective distribution connotes a 

definite limitation in the number of lines that a whole- 
sale distributor is permitted to handle with respect to any 
given product. This restriction prompts a probe to 
determine whether or not it is to the disadvantage of 
the independent eiectrical wholesale distributor to par- 
ticipate in the selective process because of its limiting 
effect on his selection of brands. 

The idea of brand name is basic to the American way 
of merchandising, regardless of the nature of the products 
being sold. Yearly, corporations invest millions of dollars 
in the development of their brand name or names 
through extensive advertising and sales promotion cam- 
paigns, educational programs, improvement of service 
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functions, goodwill, etc. Consequently, the brand name 
in most instances has come to assume a realistic mer- 
chandising stature and places the manufacturer in a sort 
of a bargaining position with the distribution outlets by 
enabling him to offer something rather tangible in the 
way Of established product acceptance. 

In other words, the brand name represents a part of 
the missionary selling effort which has been already 
completed. It represents, in varying degrees, the growth 
of a sales promotion idea which the manufacturer has 
assumed the responsibility of developing through con- 
tinuous effort. Obviously, it is to the advantage of the 
independent distributor to represent and sell for the 
manufacturer whose line or lines are well-entrenched 
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In answer to the question, “Under selective distribu- 
tion is there a lack of flexibility in meeting the com- 
petitive price?” 193 or 68.5% of the independent 
distributors replied in the negative, while 89 or 31.5% 
responded in the affirmative. 

In analyzing the distributors’ replies to the flexibility 
question, it was found that the distributors were of the 
opinion in a ratio of more than 2 to 1 that selling 
under the selective process does not lessen the price 
flexibility necessary to meet competitive situations. In 
fact, approximately 50% of the distributors who replied 
that selective distribution does not lack the necessary 
flexibility qualified their answers by saying the selective 
technique provided much more flexibility than open or 
free distribution. 

Too, it is noteworthy that more than 30% of the 
distributors replied that selective distribution does lessen 
price flexibility, which is indicative that there must be 
areas of restraint placed on flexibility when operating 
under the selective process. From the comments made 
by the distributors, it appears that the restraint stems 
from the manufacturer—particularly the manufacturer 
who maintains rigid pricing policies which handcuffs 
the distributor in attempting to meet the industry’s price 
fluctuations. 

Significantly, and in a sense paradoxically, more than 
30% of the distributors who qualified their “lack-of- 
flexibility” replies said that even though selective distri- 
bution does create less pricing flexibility it counterbal 
ances for this lack of flexibility by affording the 
distributor the opportunity to sell quality through 
distributor-manufacturer teamwork and enabling him to 
realize substantially more profits from his sales 


Stabilizing Force Needed 


In summarizing this chapter, it can be said that the 
electrical wholesaling industry experienced a dynamic 
growth period immediately following World War II 





a growth period that shows no signs of abating, even 
though it is tempered sporadically by periods of recession 
In the process of expanding their business to meet the 
industry's growth, the independent electrical wholesale 
distributors came to know and feel the effects of pricing 
policies such as they have never previously experienced 
Particularly, the business-tempering effects of recent 
recession periods have shown the distributors that 
possibly some sort of a stabilizing force is needed to 
prevent the outright abandonment of sound pricing 
principles in the face of sagging or erratic market 
conditions. 

According to the replies and comments furnished 
by the independent electrical wholesale distributors, this 
stabilizing force can be found in the selective distribution 
process, as they overwhelmingly agreed that selective 
distribution provides greater price protection to the 
distributor by discouraging price-cutting and that it tends 
to eliminate the broker or jobber type of operation 
through a partnership-type relationship with the manu 
facturer. Although the majority of the distributors agreed 
that selective distribution does not lessen price flexibility 
in meeting competition, a sizeable number of distributors 
indicated that there was a definite lack of flexibility 
because many manufacturers had price policies which 
were too stringent. However, many commented that the 
lack of necessary flexibility usually resulted in an advan- 
tage to the distributor by providing him with possibly 
less volume but more profitable sales. 

Without question, more and more distributors (and 
manufacturers alike) will have to adhere to sounder and 
more stable pricing practices in the future or else risk 
their stake in business in attempting to maintain the 
large-volume-no-profit type of sales. It is believed that 
an industrywide adoption of the selective distribution 
technique would in all probability minimize the practice 
of aimless price-cutting thus acting as a stabilizing force 
even in the face of adverse market conditions 





and well-received in the industry. And, conversely, the 
manufacturer is interested in obtaining representation 
from those distributors who he believes can give him the 
necessary cooperation and adequate territorial coverage 
in the handling of his products. 

On the surface, it appears as if it would be to the ad- 
vantage of the independent distributor to represent as 
many of the better brands of lines as he might be able 
to “get away with,” even though operating under such 
conditions would introduce serious competition among 
the lines themselves. But penetrating a little further re- 
veals that there is a possibility that carrying too many 
lines can lead to a number of merchandising complica- 
tions, resulting from the inability of the distributor to 
do an effective job on all the lines he carries or from 
concentrating on a particular line at the expense of his 
other lines. Too, when many lines are carried there may 
be a tendency on the part of the distributor to strip 
himself of his true primary functions and lean toward 
operating in the area occupied by the jobber and broker. 


Limiting Effect 

In probing for the independent distributor’s opinion 
concerning the restricting effect that operating under the 
selective distribution technique has on brand selection, 
the following question was included as part of the re 
search questionnaire: “Is there a disadvantave in partici- 
pating in selective distribution due to a limiting effect on 
the selection of brands?” 

In answer to the question, 152 out of 281 or 54.2% 
of the independent distributors replied in the negative, 
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while 129 out of 281 or 45.8! responded in the 
affirmative 

In analyzing the negative responses, it was noted that 
a little more than one-half of the total (281) distributors 
who replied did not believe that there was a disadvantage 
in selective distribution restricting brand selection. At 
first hand, this indicates that the distributors are practi 
cally equally divided in their opinions; however, the 
analysis of the affirmative responses will unfold a some 
what different interpretation 

The comments of the 112 distributors who qualified 
their negative answers show that approximately 80% of 
them believe that the limiting effect of selective distribu- 
tion is advantageous in that it affords the distributor the 
opportunity to concentrate his efforts and thus do mer 
chandising justice to those few lines he does handle. Of 
course, it must be assumed that the distributor operating 
with fewer lines will receive the proper support from 
the manufacturer. 

It was also noted that 8 of the distributors who 
commented indicated that there were disadvantages due 
to the limiting effect but these were more than out 
weighed by the advantages, while approximately 9% of 
them commented that a disadvantage would manifest 
itself only if the distributor was not free to carry one o1 
two parallel lines. These two areas will be further dis 
cussed in the analysis of the affirmative responses 

In analyzing the affirmative responses, it was noted 
that more than 45% of those distributors responding indi 
cated that there was a disadvantage in participating in 
selective distribution due to its limiting effect on brand 
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Limit Brand Selection (cont.) 





The advantages to be gained far exceed any disadvantages 


selection. But this does not necessarily mean that all of 
these distributors were not concomitantly in favor of 
selective distribution as an examination of their com- 
ments will reveal. 

For example, of the 91 distributors who qualified their 
affirmative responses, more than 25% commented that 
the disadvantages are more than counterbalanced by the 
resulting advantages. Rather surprisingly, those comments 
are identical with a segment of comments submitted by 
the distributors who responded in the negative concern- 
ing the limiting effect. Another 8.8% qualifying their 
affirmative responses commented that the disadvantage 
was inconsequential. In interpreting the above comments, 
it is quite clear that these distributors are in favor of 
selective distribution irrespective of its limiting effect on 
brand selection, 


Of significance was the fact that 13.2% commented 
that some manufacturers are unable to furnish complete 
lines and thus the distributor finds it mecessary to ap- 
proach other manufacturers to fill in the lacking items. 
This implies that it is necessary for the distributor in 
many instances to carry parallel lines in order to main- 
tain a full complement of goods as is required to provide 
the proper distributor service. This comment coincides 
with the explanations made by the distributors who were 
of the opinion that there was no disadvantage in the 
limiting effect of the selective process if the distributor 
was permitted to carry one or two parallel lines. 


Minority Mention 
Surprisingly few (little more than 20%) used the “all- 
the-eggs-in-one-basket” approach in qualifying their af- 





CHAPTER 7 


Selective Distribution as an 


Answer to the Service Problem 


Outstanding service—the keynote to a successful distrib- 


utor operation—is facilitated by selective distribution. 


UNDAMENTALLY, the basic function of the in- 

dependent electrical wholesale distributor is to place 
the manufacturer’s products into the final consumer’s 
hands in such a manner that it is more advantageous, 
in various respects, for the manufacturer to utilize the 
distributor as an intermediary than it is for the manu- 
facturer to deal directly with the consumer. In operating 
from his pivotal position, the distributor is not only re- 
sponsible for the sale of the manufacturer’s products, but 
he is also responsible for service associated with each 
sale. 

In fact, business conditions are oftentimes of such a 
nature, e.g. during a highly competitive market, that the 
service a distributor is able to render to a customer fre- 
quently spells the difference between making and not 
making a sale. Moreover, there are instances, especially 
during recession periods when price-cutting threatens to 
devour all the profits out of sales, that reliable service al- 
lows the distributor to maintain a price somewhat higher 
than his competitor's price and yet take orders which 
will show at least some profit. It can be said then that 
outstanding service is the keynote to most successful dis- 
tributor operations. 

Service functions cover a broad area. However, from 
the manufacturer’s perspective the area which is gener- 
ally of the most consequence to him is that of the dis- 
tributor’s inventory. The manufacturer well knows that 
the maintenance of adequate inventories by his distribu- 
tors is basic to successful sale in the field. He is also 
cognizant that by having his distributors carry complete 
lines both he and the distributors will be made less sus- 


ceptible to the bugaboo of the missed sale. Furthermore, 
well-stocked distributor warehouses in the field act as 
production control valves for the manufacturer by in- 
troducing what may be termed regulating stages between 
the consumer’s demand and the manufacturer’s produc- 
tion. 

Of course, there are many, many additional facets to 
the service function which are to be performed by the 
distributor. These include: providing the customer with 
all the necessary data he may desire concerning any 
product; acting as an efficient communication link be- 
tween the customer and manufacturer; processing cus- 
tomer complaints quickly and satisfactorily; delivering 
material to the customer in accordance with his require- 
ments; etc. It is clear that the scope of the service func- 
tion is almost all-embracing in any distributor operation, 
and this accounts for the significance that the manu- 
facturer attaches to it. 

As part of the study, it was deemed essential to deter- 
mine if the distributor’s service function is facilitated by 
his participation in selective distribution, and so the fol- 
lowing question was included in the research question- 
naire: “Does selective distribution provide a better an- 
swer to the service and traffic problem?” 

It will be noted that the area of traffic was included in 
the above question as it was felt that a relationship exists 
between service and traffic when the distributor is func- 
tioning under the selective process. For example, if a dis- 
tributor is utilizing the selective technique, it should have 
a bearing on his traffic activities since he has fewer man- 
ufacturers to purchase from and is thus able to receive 
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firmative replies. Actually it was anticipated that this 
approach would provide the largest segment of com- 
ments, particularly in view of the prevalence of strikes 
during the past decade, which placed many distributors 
in the position of not being able to obtain certain 
materials when one of the manufacturing organizations 
they represented was on strike. 

In summarizing this chapter, it can be said that the in- 
dependent distributors were about equally divided in their 
opinions as to whether or not there is a disadvantage in 
participating in selective distribution due to a limiting ef- 
fect on the selection of brands. However, it appears that 
more than 75% of the distributors are in favor of the 
selective distribution technique as they believe that the ad- 
vantages offered by the selective process more than 
counterweigh the limiting disadvantages. 

The two most positive reasons given by the distributors 
who indicated that disadvantages existed were (1) the 
distributor assumes a potentially dangerous risk by tieing 
in with one manufacturer in the event that production 
stopped for some reason (Acts of God, strikes, etc.) and 


(2) not all manufacturers carry complete lines and co 
sequently, the distributor is forced to attach himself, i: 
some instances, to a number of manufacturers to round 
out his lines. 

On the other hand, the distributors who indicated that 
advantages resulted due to the limiting effect based thei 
reasoning on the fact that the independent distributor 
functions more efficiently by carrying fewer brands be- 
cause he is able to concentrate and do merchandising 
justice to the few lines providing he is properly backed 
up by the manufacturer. This approach also steers the 
distributor away from the broker or jobber type opera- 
tion which has the possibility of leading him to the per- 
version of his distributorship. 

In the overall evaluation of the limiting effect on 
brand selection, it is rather evident that the more favor- 
able or less disadvantageous avenue of approach would 
be found in the participation in selective distribution as 
the advantages to be gained would by far exceed any dis- 
advantage resulting from the limiting effect on brand 
selection. 








larger and fewer shipments. This should reduce his traffic 
problems. 

In answer to the question, 228 out of 272 or 83.3% of 
the independent distributors replied in the affirmative, 
while 44 or 16.2% responded in the negative. 

In analyzing the affirmative responses, it was found 
that more than 80% of the distributors agreed that selec- 
tive distribution does provide an answer to the service 
and traffic problems. Although this was not an unanimous 
agreement, it was felt that it was a definite indication of 
the distributor’s belief in the merits of the selective proc- 
ess in coping with these problems. 

Of the 169 distributors who qualified their yes answers, 
approximately 50% commented that the selective process 
forced the reduction of the number of lines a distributor 
should carry and at the same time encouraged him to 
carry complete lines. As a result, they believed that op- 
erating under the selective technique placed the dis- 
tributor in a more favorable position to provide more ef- 
fective service. 

Major segments of comment given by the distributors 
as reasons why the selective process solved the service and 
traffic problems indicate that (1) teamwork between the 
manufacturer and distributor, which is attained through 
selective distribution, reduces the number and complexity 
of the service and traffic problems, (2) selective distribu- 
tion provides the distributor with the opportunity to 
function more efficiently as a true distributor and par- 
ticularly so in the service area, and (3) selective distribu- 
tion pinpoints the service responsibility to the distributor 
who should be held accountable for it. 

Even though the total number of negative responses 
was small, the comments accompanying them provided 
some interesting data. There was no predominance in the 
negative comments as they were rather evenly spread 
throughout seven categories. Two of the categories were 
worthy of further discussion due to the specificity of the 
explanations contained therein. 

In one segment of comments, which represented 21.4% 
of the total negative comments, there was indicated that 
the reason selective distribution does not assist in facili- 
tating the service and traffic problems was the lack of 
proper support from service-complacent manufacturers. 
It is conceivable but very unlikely that a selective manu- 
facturer could take a myopic approach to the service 
function in his craving for mass sales. 

Another 17.9% commented that too few manufacturers 
produce a full line, which forces some distributors to 
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deviate from a selective type of operation in their en- 
deavor to carry the full complement of a line. Thus, they 
are hindered in the utilization of the selective process in 
combating the service and traffic problems. Considering 
the few manufacturers who participate in selective distri- 
bution, it is readily understandable that such a condition 
could easily exist in certain areas. 


Concerted Agreement 


In summarizing this chapter, it can be said that the 
independent electrical wholesale distributors are in rather 
concerted agreement (83.4% so indicated) that the utili- 
zation of the selective process does provide them with an 
answer to their service and traffic problems. The dis- 
tributor’s affirmative replies were based mainly on the 
premises that (1) the selective technique is instrumental 
in causing them to function more efficiently and effec- 
tively through a cooperative effort with the manufacturer, 
and that (2) the selective process induces the distributor 
to streamline his inventory to the point where it is nar- 
rowed down to complete lines with a minimum of prod- 
uct overlapping and thus enables him to concentrate more 
directly on the service function. 

Another point in favor of utilizing the selective process 
is that it channels the responsibility of service directly to 
the distributor who should be held responsible for it. It 
minimizes the possibility of a particular distributor being 
saddled with the service problems of many of his fellow 
distributors, which is often the case in free or open dis 
tribution. 

There were a few distributors who contended that the 
selective process did not contribute much toward meeting 
their service and traffic problems as frequently the manu- 
facturer failed to provide the distributor with the neces- 
sary support due to a type of service complacency com- 
plex that the manufacturer somehow contracted. There 
were also a few distributors who believed that it is not al- 
ways possible to operate under selective distribution due 
to the unavailability of a sufficient number of manu- 
facturers with complete lines to allow every distributor 
to break away from the broker or jobber-type operation 
in every phase of his business 

There are probably some instances when the distribu- 
tor could be faced with the jack of manufacturer support 
or the unavailability of a complete-line manufacturer, but 
such conditions would be more apt to occur under free or 
open distribution than under selective distribution. 








CHAPTER 8 


Effect on Sales Training 
And Technical Assistance 


It's a good one—resulting in superiority on both counts. 


URING the past 10 years, industry in general has been 
D inundated by a barrage of sales training plans and 
programs and ideas for providing the necessary techni- 
cal assistance in the field—the electrical wholesaling 
industry has been no exception to this exposure. In fact, 
within the electrical wholesaling industry the manufac- 
turers and distributors alike have spared few horses 
during the past decade in an endeavor to lift the sales 
training plateau of the industry to new levels, and in 
many respects they have succeeded. 

Too. the manufacturers have become very conscious 
of the necessity of providing the distributors in the field 
with the required technical assistance. This is evident 
from the manifold increase of engineers and specialists 
now operating in the electrical wholesaling area 

The reasons advanced for the surge of interest in sales 
training and technical assistance are numerous. How 
ever, in the electrical wholesaling industry they probably 
can be attributed to: (1) the sudden expansion of the 
industry following World War II, (2) the general trend 
toward a scientific approach to management, (3) com 
petition in an industry offering extensive growth poten 
tial and (4) favorably profitable business years since the 
termination of the war. As is to be expected, not all 
distributors or manufacturers were acutely interested in 
training or technical assistance programs, and _ possibly 
one reason for this lack of interest could be traced to 
the type of distribution system they employed 

In this study, inquiry is made to determine if selective 
distribution is influential in providing more adequate sales 
training and superior technical assistance to the distribu 
tor than does open or free distribution. Toward this end 
the following two questions were included as part of 
the research questionnaire: (1) “Does selective distribu- 
tion provide the independent electrical wholesale dis- 
tributor with superior sales training programs?” and 
(2} “Does selective distribution provide the independent 
electrical wholesale distributor with a more thorough 
technical assistance service?” 

In answer to the sales training question, 237 out of 
275 or 86.2 of the independent distributors replied in 
the aflirmative, while 38 out of 275 or 13.8% responded 
in the negative 

In analyzing the comments the distributors submitted 
in response to the question concerning sales training, 
there was definite evidence that most of the distributors 
were in agreement that selective distribution did provide 
them with superior sales training programs. Their com- 
ments centered around the premise that selective dis- 
tribution instills into manufacturer and distributor alike 
a feeling of partnership that is responsible for creating 
a sales training interdependence not available under free 
or open distribution. 

Too, they indicated that under selective distribution 
the manufacturer and distributor both were able to con- 
centrate their sales training efforts due to finer defined 
areas in which they had to operate. Of significance was 
the fact that a number of independent distributors had 
already experienced an improvement in sales training 
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received from manufacturers utilizing the selective proc- 
ess in comparison to the manufacturers operating under 
free or Open distribution. 


Better Technical Assistance 


In answer to the question, “Does selective distribution 
provide the independent electrical wholesale distributor 
with a more thorough technical assistance service?” 238 
out of 271 or 87.8% of the independent distributors 
replied in the affirmative, while 33 out of 271 or 12.5% 
responded in the negative. 

In analyzing the replies made by the distributors to 
the technical assistance question, it was found that the 
distributors were predominantly of the opinion (as 87.8% 
indicated) that selective distribution does provide better 
technical assistance service than does open or free dis- 
tribution. The comments to support the distributor’s af- 
firmative replies practically all covered similar areas, as 
the distributors remarked that the manufacturers were 
in a much more opportune position to provide technical 
assistance under selective distribution because (1) the 
manufacturer has a better realization of the need of 
technical assistance for the distributors, (2) there was 
more technical assistance available from the manufac 
turer as he had less distributors to handle, (3) the dis- 
tributor’s sales personnel cooperate more freely under 
the selective process and thereby become more proficient 
in certain technical areas themselves, and (4) the manu- 
facturer is more policy conscious when utilizing the 
selective technique. 


Borne Out by Experience 


In summarizing this chapter, it can be said that the 
distributors have conclusively indicated their belief that 
by participating in selective distribution they would in 
all probability receive superior sales training and techni- 
cal assistance from the selective manufacturer. In fact, 
many of the independent distributors indicated that they 
already have experienced exactly this in many instances 

rhe salient reason for the superiority of sales training 
and technical assistance under the selective process 
seems to be that it creates an esprit de corps between 
the manufacturer and distributor which makes them ex- 
ceedingly interdependent and more cognizant of the 
needs of sales training and technical assistance. Not 
unexpectedly, a number of distributors indicated that 
operating as a selective distributor actually stimulated 
their own interests and efforts in the sales training and 
technical areas. Obviously, the selective process enables 
both the manufacturer and distributor to concentrate 
their training efforts because there are fewer distributors 
for the manufacturer to handle and fewer lines for 
the distributor to represent. 

The number opposed to the use of selective distribu 
tion as a tool for improving sales training and technical 
assistance was small; and the explanations in support of 
these responses were not too strong, and consequently 
little weight can be attached to them 
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CHAPTER 9 











ls There an Advertising 
Advantage To Be Gained? 


Yes—and a market research advantage to be gained, too. 


N this chapter, the objective is to determine if the 
| independent distributor gains any advantages in the 
areas of advertising, sales promotion or market research 
by participating in selective distribution. To facilitate dis- 
cussion, the chapter is divided into two segments; the 
first covering the areas of advertising and sales promo- 
tion, and the second, the area of market research 

Advertising and sales promotion are important tools 
of the American way of marketing, and the electrical 
wholesaling industry is no exception in the use of these 
accepted marketing instruments. In fact, the electrical 
wholesaling industry has been outstanding in certain 
areas of advertising and sales promotion during the past 
10 or 12 years, both at the manufacturer’s and the 
distributor’s levels. Moreover, there is every reason to 
believe that advertising and sales promotion will con- 
tinue to advance at a pace commensurate with the 
growth of the industry, if not at a faster pace. 

Although the electrical manufacturers are responsible 
for the bulk of the advertising and sales promotion, 
which is understandable, there has been a tendency in 
recent years by the distributors to take a greater interest 
and to increase their activities in these areas, because of 
their growth potential and because of stiffening competi- 
tion. Of course, the most effective advertising and sales 
promotion campaigns are those in which the distributors 
and manufacturers lend cooperative support in an en- 
deavor to promote the products and services with which 
they are associated. The degree of cooperative support 
can be usually traced to the type of distribution system 
which they are employing—be it free, or be it selective 

In an attempt to determine what the independent 
distributors’ opinions were concerning the relationship 
between advertising and sales promotion and the method 
of distribution, the following question was included in 
the research questionnaire: “Is there any advertising or 
sales promotion advantage to be gained through selec- 
tive distribution?” In answer to this question, 250 out of 
278 or 89.9% of the independent distributors replied in 
the affirmative, while 28 out of 278 or 10.1% responded 
in the negative. 

An examination of the total responses to the advertising 
and sales promotion question reveals that the independ- 
ent distributors are for the most part (89.9%) of the 
opinion that participation in selective distribution does 
offer advantages in the areas of advertising and sales 
promotion in comparison to participation in open or 
free distribution. 


An Optimum Return 


In analyzing the comments to the affirmative replies 
submitted by the distributors, it is noted that more than 
50% of them said that operating under selective distribu 
tion allows the distributor an optimum return from his 
advertising and sales promotion effort; whereas, such a 
return is highly improbable under free or open distribu 
tion as many distributors do no advertising or sales pro- 
motion themselves but feed off the efforts of other dis- 
tributors. 
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The balance of the affirmative comments indicated 
that the advantages in the advertising and sales promo 
tion areas obtained through the use of selective distribu 
tion were due to (1) more effective cooperation between 
manufacturer and distributor, (2) the ability of the man 
ufacturer to concentrate his advertising and sales pro- 
motion efforts on a limited number of distributors and 
(3) the prestige and promotional value in carrying a 
selective line of merchandise 

[he negative comments, although few in number (a 
total of 15), were based mainly on the idea that the 
effectiveness of advertising and sales promotion was 
directly dependent on (1) the manufacturer’s effort to 
create product appeal, (2) the type of the product in 
volved and (3) the nature of the competition, rather 
than on the method of distribution. A few distributors 
also indicated that if there was any advantage in the 
advertising or sales promotion areas achieved through 
the participation in selective distribution, it was negli 


gible 


Shortage and Skepticism 


Market research is a relatively new tool being utilized 
in conjunction with the American marketing methods, 
as it only gained prominence during and following 
World War II. Being so new there remains today some 
what of a shortage of competent market research people 
necesary to fill the gaps created by the demands of the 
producers and distributors of industrial as well as con 
sumer goods. There is also evidence that many organiza 
tions, even in the big business category, have not as yet 
fully integrated the market research tool into their mar 
keting methods, and possibly a number of them have 
not, to date, considered it at all. In limited cases this 
may be attributed to the difficulty in obtaining qualified 
market research personnel, but in most instances it is 
probably due to the skepticism regarding a market re 
search program 

From the comments submitted by the independent 
distributors in answer to the market research query, 
there is good reason to believe that the use of market 
research has not been very wide-spread or penetrating 
in the electrical wholesaling industry, which is rather 
surprising in view of the industry’s rapid expansion in 
recent years and of its promising future. It was also 
noted from a number of comments that there are quite 
a few distributors who are not too familiar with the art 
or science of market research or the functions that a 
market research organization is capable of performing 

In answer to the question, “Do you obtain a more 
adequate market research service by particivatine in 
selective distribution?” 164 out of 244 or 67.2% of the 
independent distributors replied in the affirmative. while 
80 out of 244 or 32.8% responded in the negative 

An examination of the total responses indicates that 
the independent distributors, in a ratio of approximately 
2 to 1, feel that by participating in selective distribution 
they obtain a more adequate market research service 
This is not a decisive margin in ‘»vor of selective dis 
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Advertising: Market Research (cont.) 





The industry is lagging in utilization of market research 


tribution. Probably many of the negative replies can be 
attributed to the lack of market research activity in the 
electrical wholesaling industry and to the unfamiliarity 
with a true concept of market research of a number 
of the independent distributors. 

In analyzing the comments made in qualifying the 
affirmative replies, it was noted that approximately one- 
third of the distributors said that the reason more ade- 
quate market research service was obtained under selec- 
tive distribution was because of the intrinsic cooperative 
characteristic of the selective process which results in 
optimum teamwork between manufacturer and distribu- 
tor. About 12% commented that they have had excellent 
market research service from those manufacturers who 
operate under selective distribution and no service to 
speak of from those manufacturers utilizing open or 
free distribution—this is a significant finding. 

Another 7% of the distributors indicated that there is 
more adequate market research service under selective 
distribution, but not enough of it; this again points to 
the previous comment that the industry, particularly at 
the distributor’s level, is lacking in many respects in the 
area of market research. 


Of importance was the fact that several distributors 
commented that the manufacturers operating under the 
selective process had a better control and knowledge of 
their market and were able to expend more money per 
distributor as a result of the limited number of distribu- 
tors to handle. 

In analyzing the comments made to support the nega- 
tive replies, it was noted that almost one-third of the 
distributors said that they have not had any or enough 
market research service offered by the manufacturers! 
Once more this amplifies the previous statement made 
that the electrical wholesaling industry has been only 
slightly exposed to the market research tool. 


Further Proof 


Surprising in a sense, was the reaction of more than 
25% of the distributors who explained their negative 
comments by saying that they had no need for market 
research data. This reaction is further proof that a num- 
ber of independent distributors are not fully aware of 
the real service market research can provide for them. 

In summarizing this chapter, it can be said that there 





CHAPTER 10 


Does the Manufacturer Provide 


True Support or Is It Lacking? 


Most distributors feel that proper support is provided 
by manufacturers using selective distribution—but the 
want of a more decisive response suggests some failings. 


N previous chapters it has been pointed out that most 

of the independent electrical wholesale distributors 
were Of the opinion that their most disturbing problem in 
the area of selective distribution was simply the lack of a 
sufficient number of manufacturers within the industry 
who utilize this system of distribution. But even more 
distressing to the proponents of the selective system is 
the not too uncommon criticism from within the industry 
that many of the manufacturers who claim to be operat- 
ing under the selective process are not complying with 
one of the basic and mandatory principles of the tech- 
nique—true manufacturer support for their selective dis- 
tributors. 

Nothing could be more damaging to the confidence 
that many independent distributors have placed in selec- 
tive distribution than having a number of the so few 
manufacturers presently engaged in the selective tech- 
nique doing so in a quasi-selective or even possibly in a 
pseudo-selective manner by not properly backing those 
distributors who represent their products. 

Prima facie, it would appear as if the manufacturer 
operating under selective distribution would be in a more 
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favorable position to support his distributors than would 
a manufacturer functioning under open or free distribu- 
tion because the selective process inherently limits the 
number of distributors required to adequately cover a 
given sales territory. Operating with fewer distributors 
certainly should enable a selective manufacturer to pro- 
vide more overall support to his distributors in that he 
would have a less complicated distribution system and 
consequently could devote considerably more time and 
effort per outlet than he could if playing the field. Too, 
the overall support should be more effective under the 
selective process as it enables the manufacturer and dis- 
tributor to enjoy an optimum in cooperative relationship 
by tending to promote a sort of business partnership be- 
tween them. 

To be considered is the possibility that some selective 
manufacturers tend toward true selective distribution in 
what may be termed normal business periods. However, 
in the face of adverse or abnormal conditions they some- 
times stray into the open or free distribution field without 
too much hesitation in the belief that such a movement 
will rectify or temper a not-so-good business situation. 
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appears to be definite evidence established that there 
are advertising and sales promotion advantages to be 
had by the independent distributors who participate in 
selective distribution as compared to those distributors 
participating in free or open distribution. The advantages 
are attained because of the distributor’s ability to reap 
all the fruits from his advertising and sales promotion 
effort and investment, which is not possible under open 
or free distribution due to the many parasitic distributors 
who feed off the advertising and sales promotion dollars 
of their fellow distributors. 

Advantages are also attained through a more coopera- 
tive and concentrated effort on the part of both manu- 
facturer and distributor due primarily to the limiting 
effect that the selective process has on the number of 
distributors a manufacturer will handle and on the num- 
ber of manufacturers that a selective distributor will 
represent. There is strong indication that there are also 
distinct prestige and promotional values to be attained 
by a distributor carrying selective lines. 

The few distributors who did not believe that any 
advantage was to be had in the advertising and sales 
promotion areas by participating in selective distribution 
based their opinions on the idea that the effectiveness of 
any advertising or sales promotion programs was not 
dependent upon the method of distribution being used, 
but rather on the type of product being sold, existing 
competitive conditions and, principally, upon the 
strength of the manufacturer’s effort that he directs to- 


ward these areas. It is true that there could be instances 
where these factors could predominate in determining 
the results of advertising and sales promotion campaigns 
but these would be the exceptions rather than the rule 

From the response to the market research query 
there is good reason to believe that the electrical whole- 
sailing industry is lagging considerably in the utilization 
of market research as a part of its marketing programs 
Such lagging is not too easily comprehended particularly 
when one considers the recent expansion and the future 
growth potential of the industry. Moreover, and as ex- 
pected, many distributors are not fully cognizant of the 
usefulness of the market research tool in the marketing 
area, nor are some of them aware of the valuable data 
that a manufacturer’s market research organization is 
capable of providing them. 

Although the independent distributors indicated in a 
ratio of 2 to 1 that there was a more adequate market 
research service to be obtained by participating in selec 
tive distribution rather than free or open distribution, 
the size of the ratio does not allow any conclusive state- 
ments to be made in favor of selective distribution in 
the market research area. However, it appears as if a 
combination of more interest in market research by both 
manufacturers and distributors, plus the utilization of 
the selective process by more and more manufacturers 
should result in better marketing research service for 
the distributors than they could possibly obtain under 
free or open distribution 








Actually, by sticking to selective distribution the manu- 
facturer should be expected to fare far better than he 
possibly could under a free or open type of operation. 

In an endeavor to determine if the manufacturers op- 
erating under the selective technique are providing their 
selective distributors with true support, the following 
question was included as part of the research question- 
naire: “One common complaint concerning selective dis- 
tribution is the lack of true manufacturer’s support. Are 
you in agreement with this complaint?” 

In answer to the question, 207 out of 280 or 73.9% 
replied in the negative, while 73 out of 280 or 26.1% re- 
sponded in the affirmative. 


Superior Support 


Of the 149 independent distributors who qualified their 
negative answers, approximately 70% of them indicated 
that the support they receive from their selective manu- 
facturers is much superior to that they receive from 
their manufacturers who operate with an open or free 
distribution system. The remaining 30% of the comments 
lacked specificity in that words such as, usually, on-the- 
average, and depends-upon were used in describing the 
better support the distributors receive when they operate 
in conjunction with the selective manufacturers. 

The fact that 73.9% of the total replies were negative 
and that more than 70% of the distributors qualified their 
negative replies by asserting that better support was 
definitely experienced by participating in selective dis- 
tribution warrants a conclusion that at least the majority 
of the independent distributors are confirmed believers, 
mostly through experience, that they obtain better sup- 
port from those manufacturers utilizing the selective sys- 
tem of distribution. 

More than 80% of the independent distributors who 
qualified their affirmative replies indicated that the rea- 
son for the lack of proper manufacturer support from a 
selective manufacturer was due to (1) the state of com- 
placency the manufacturer assumes after his selective 
distributors are appointed, (2) understaffed and incompe- 
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tent manufacturer’s field personnel, and (3) the belief by 
some manufacturers that merely operating under selec 
tive distribution was a substitute for adequate sales sup 
port. The balance or approximately 20% of the com 
ments indicated that the lack of proper support resulted 
from a loss of confidence that the manufacturer and the 
distributor should have in each other. Considering the 
sizeable number of distributors who responded in the af 
firmative, and that many of these distributors have been 
exposed to actual experience in this area of complaint, it 
is reasonable to assume that there is foundation for some 
distributors making their affirmative comments 

In summarizing this chapter, it can be said that even 
though the independent distributors indicated in a ratio 
of approximately 3 to 1 that there was not a lack of 
proper manufacturer support received from those manu 
facturers participating in selective distribution, the want 
of a more decisive response and the nature of the quali- 
fying comments made by the distributors is indicative 
that there are or have been instances when the manu- 
facturer’s support under selective distribution has not 
been adequate for proper distributor representation 

This lack of proper support could possibly stem from 
an atmosphere of complacency that surrounds the selec- 
tive manufacturer after he has appointed his selective 
distributors and from a feeling the manufacturer as- 
sumes that the mere participation in selective distribution 
is a substitute for providing proper support. In addition, a 
lack of proper support can also result from some selective 
manufacturers operating without sufficient field personnel 
to give the distributors the necessary backing 

This leads one to believe that possibly manufacturers 
are utilizing selective distribution simply as a “come-on” 
to bait formidable independent distributors into their 
camps and then letting them perform without guidance 
or cooperation. Moreover, there are probably a number 
of manufacturers who endeavor to function in good 
faith as selective manufacturers until the pressure of bus- 
iness induces them to bend toward operating in the realm 
of free or open distribution 
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CHAPTER I! 


Selective Distribution as 


An Answer to Direct Selling 


Most independents are of the opinion that selective dis- 
tribution offers a possible solution to the threat, but 
some think that direct selling is too deeply entrenched. 


F a manufacturer associated with the electrical 
| wholesaling industry chooses to engage in direct 
selling, he simply bypasses his distribution outlets and 
makes actual sales contacts with and sales to the con- 
sumer through his own personnel. In so doing, the 
manufacturer, in essence, eliminates the need for the 
independent electrical wholesale distributors. In fact, if 
such practice were to become prevalent among most 
of the manufacturers associated with the industry, there 
would not then be an electrical wholesaling industry. 

Although direct selling poses as a definite threat to 
the electrical wholesaling industry as a whole, it acts, in 
its present status, more or less as an irritating and 
harassing agent causing considerable discontent to a 
number of distributors and creating a lack of distributor 
confidence in certain manufacturers associated with the 
industry. This harassing effect usually develops when 
(1) a manufacturer with a sound sales policy strays or 
deviates from it on occasions, (2) a manufacturer is 
unable to find the type of distribution he is after and 
therefore breaks into the direct selling area himself, and 
(3) a manufacturer considers direct selling the only 
method of distribution. Undoubtedly, there also have 
been instances where direct selling has gone beyond the 
harassing stage and has seriously hurt certain independent 
distributors and even some manufacturers. 

The best assurance for the independent distributor not 
being pinched-in by the direct selling tactic is through 
excellence in distributor performance. If the manufac- 
turer can be shown that it is to his advantage to sell 
through a distributor setup, there will be no sensible 
reason for him to break into the direct selling area. It 
is therefore imperative that the independent distributor 
does all possible to maintain the highest standards of 
distribution efficiency, as this will be his most effective 
weapon in the minimization of the direct selling problem. 
And toward this end, the independent distributor certainly 
should be interested in selective distribution as a means 
of more effectively serving the manufacturers whom he 
represents, as the selective process may provide the key 
to the direct selling problem. 

In an endeavor to determine if such a key is provided, 
the following question was asked: “Does a mutually 
supported selective distribution program offer a possible 
solution to the direct selling problem?” 

In answer to the question, 210 out of 271 or 77.5% 
of the independent distributors replied in the affirmative, 
while 61 out of 271 or 22.5% responded in the negative. 

In analyzing the distributors’ comments accompanying 
affirmative replies, it was found that approximately 
80% of the independents were of the opinion that 
selective distribution does offer a possible solution to the 
direct selling problem. Their thinking was based upon 
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(1) the distributor being able to more efficiently and 
more economically perform the distribution function 
for the manufacturer than he could himself, (2) the 
loyalty and partnership relationship that evolves between 
the manufacturer and the distributor under the selective 
process, and (3) the manufacturers establishing solid 
sales policies and sticking to them even under adverse 
marketing conditions. 

The remaining 20% of the distributors commented 
more indirectly in saying that (1) selective distribution 
would help a great deal in the area of direct selling 
control, (2) some lines lend themselves to a combination 
method of distribution which includes direct selling, and 
(3) since there are an insufficient number of distributors 
to absorb all the lines, the smaller ones will always 
have to be sold through direct sales. 

In analyzing the distributors’ comments accompanying 
negative replies, it was found that close to 90% of 
them were adamant on their stand that selective dis- 
tribution was not a possible answer to the direct selling 
problem. In fact, most of the comments centered on the 
idea that direct selling was here to stay! 


2 to 1 Majority 

In summarizing this chapter, it can be said that even 
though the independent distributors were of the opinion 
in a ratio of more than 2 to 1 that selective distri- 
bution was a possible answer to the direct selling problem, 
there was ample evidence provided by many distributors 
(those who qualified their negative replies) to indicate 
that possibly the direct selling problem was too deeply 
entrenched to be removed by the selective process itself. 

The distributors who indicated that selective distribu- 
tion did provide a possible solution to the direct selling 
problem based their opinion on (1) the ability of the 
distributors operating under the selective process to 
handle the manufacturers’ product distribution more 
effectively and economically than the manufacturers 
could themselves, (2) the tendency of the selective pro- 
cess toward firming-up the manufacturers’ sales policies, 
many of which are skeleton in nature, and thus enabling 
the distributors to more efficiently serve them, and (3) 
the confidence that selective distribution mutually gener- 
ates between the manufacturer and distributor enabling 
them to establish a partnership type relationship which is 
capable of producing an optimum of performance 
through a teamwork effort. 

In the final analysis it appears that selective distribu- 
tion in itself will not provide the complete solution to 
the direct selling problem; however, it may provide the 
necessary backbone which is required to minimize the 
problem to a point where it no longer poses as a threat 
to the individual distributor or to the industry as a whole 
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CHAPTER 12 








ls Distributor's Destiny Too 
Closely Related to Supplier's? 


Distributors are almost equally divided on this point— 
some feel they can quickly adjust to any situation, while 
others believe they become too attached and dependent. 


NE of the most controversial points in any discus 

sion of selective distribution concerns the possible risk 
that the independent distributor exposes himself to by 
placing a limitation on the number ot manufacturers who 
are to supply him with merchandise. 

By its very essence, the selective process implies that 
the independent distributor should only associate himself 
with the minimum number of manufacturers that he 
can adequately represent. And, of course, trom the man- 
ufacturer’s perspective under the selective distribution 
system he should be only interested in selecting the mini- 
mum number of distributors necessary to give him ade- 
quae territorial coverage tor any given area. Considering 
the basic aspects of the selective process, it is not unusual 
that the proverbial, “Putting all your eggs in one basket,” 
is frequently linked to the discussion of the destiny of the 
independent distributor as related to the destiny of his 
selective manufacturers. 

From the response received from the independent dis- 
tributors in answer to the questionnaire query, “Is the 
destiny of the independent electrical wholesale distributor 
participating in an all-out selective distribution policy too 
directly reiated to the destiny of the manufacturer he 
represents?” it is evident that the distributors are approx- 
imately equally divided in their Opinions as 157 out of 
280 responding or 56.1% replied in the negative, while 
123 out of 280 or 43.9% replied in the affirmative. ‘The 
nearness to equality of the yes and no replies immedi- 
ately suggests that inconclusiveness shrouds the finding in 


this particular area of research. 


Not Always Easy 

In analyzing the comments of those distributors who 
qualified their negative replies, it is noted that approx- 
imately 40% of them indicated that they operate in a 
rather autonomous manner and could therefore readily 
change lines if a particular manutacturer gave signs of 
collapsing financially or failed to live up to the required 
standard of performance. Although in many instances it 
would not be too difficult for a distributor to change lines, 
there also could be instances when the process of chang 
ing lines could not be easily accomplished and even an 
impasse could be reached. 

For example, in a highly concentrated industry area 
where the number of independent distributors may be 
more than the number of desirable manufacturers avail 
able to be represented for a given line, the changing of 
lines may be almost an impossibility. There could be 
other instances where certain distributors could qualify 
to represent One manufacturer, but could not qualify to 
represent others due to different standards of require 
ments. But probably the most significant criteria of the 
feasibility of a distributor changing lines lies in his own 
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ability to perform adequately. His past performance is 
usually critically appraised during such transitions. 

Almost 18% of the independent distributors were less 
sanguine by saying that a sudden collapse of one of their 
selective manutacturers would certainly cause trouble, at 
least for a short period of time, but should not be dis- 
astrous. Once again there may be certain circumstances, 
depending on the location of the distributor and his 
quality of performance, which would determine to a con- 
siderable extent the damage caused by the sudden loss of 
a selective supplier, particularly if the supplier accounted 
for a sizeable percentage of his business volume 

It was of interest to note that 10% of the distributors 
commented that a distributor can carry several lines of 
the same material and therefore is not subject to any one 
manufacturer's policy. Of course, this can only be said 
with reservation as some manufacturers may restrict their 
distributors, through policy, as to the degree parailel lines 
may be carried. It is also diflicult to comprehend how it 
is possible for a distributor to adequately represent sev 
eral manufacturers in the same line, particularly if one 
considers that proper representation incorporates Carry 
ing a representative inventory of each product line. Nat 
urally, such an approach deviates to a considerable ex 
tent from the basic concept of selective distribution. 

Ihe balance of the comments were directed toward the 
ideas of (1) selective distribution engendering a partner- 
ship relationship that strengthened the both parties in 
volved, (2) the importance of initially selecting the proper 
manutacturer and product, and (3) the burden being 
more on the manutacturer than the distributor, partic 
ularly so if the distributor is performing ably. Although 
only a small percentage of distributors accounted for the 
last group of comments, they clearly spelled out the 
strong supporting role that the manufacturer plays in the 
distributor-manufacturer destiny drama 

In examining the distributors’ comments to their af 
firmative replies, it is found that approximately 70% of 
them indicated in one way or another that the weakness 
of the selective arrangement lies in the close attachment 
which develops between the distributor and manufac 
turer, thus making the distributor extremely vulnerable to 
any adversities sustained by the manufacturer. Some of 


these distributors agreed that it was dangerous to place 


more than 25% of their volume with any one manu 
facturer. Others said the distributor must be constantly 
on the alert to keep One pace ahead of any anticipated 
actions by the manufacturer which may be detrimental 
to his mode of operation. There w so a few who 
pointed out that due to the direct ynship between 
the destiny of the distributor and the destiny of the man 
ufacturer, it was imperative that the distributor select top- 
notch lines and manufacturers from the outset 
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Distributor’s Destiny (cont.) 





Close relationship is not only desirable but essential 


Of note was that approximately 17% of the distributors 
brought forth the idea that there is a definite calculated 
risk in any association with manufacturers. Moreover, it 
is readily understandable that it is the relationship be- 
tween the distributor and the manufacturer that makes a 
distribution system possible. Independent of the system 
considered, be it of the selective type or the unlimited 
type, the risk must always be reckoned with. However, 
the selective process seems to cement the bond of cooper- 
ation between the distributor and the manufacturer and 
to provide greater strength than possibly could be avail- 
able while operating under a free or open distribution 
system; this seems to be the necessary ingredient for ef- 
fective and efficient distributor performance. 


Two Factions 


In summarizing this chapter, it can be said that the in- 


dependent distributors are about equally divided in their 
thinking as to whether or not the destiny of the inde- 
pendent electrical wholesale distributor who participates 
in an all-out selective distribution policy is too directly 
related to the destiny of the manufacturer he represents. 
One faction of the distributors, for the most part, indi- 
cated in one way or another that the independent dis- 
tributor operates autonomously in many respects and 
consequently is very flexible in responding to any ad- 
versity reflected from the manufacturer’s performance. 
He is thus able to adjust himself to practically any situa- 
tion that may develop. Too, many of the distributors 
representing this faction were of the opinion that the dis- 
tributor has prior cognizance, in most instances, of any 
difficulty that may be developing at manufacturer's level 
and thus is given ample time to make or take corrective 
measures without disastrous consequences. 

The other faction of the independent distributors, for 





CHAPTER 13 





Legal Considerations 


Of Selective Distribution 


Four major questions of legality arise in regard to a 
manufacturer utilizing a selective distribution system. 


N any discussion involving selective distribution, the 

area of legality is seldom overlooked. In fact every 
independent distributor within the structure of the elec- 
trical wholesaling industry should have a good under- 
standing as to exactly what legal latitude the manufac- 
turer has when operating under a selective distribution 
policy. Usually there are four major questions of legality 
that are posed in regard to a manufacturer utilizing a 
selective policy. These questions cover legal areas which 
come under the jurisdiction of the anti-trust laws. They 
are as follows: 

1. Does the manufacturer have the right to refuse to 
sell to a distributor? 

2. Does the manufacturer have the right to limit a 
distributor to sell his products within a defined territory? 

3. Does the manufacturer have the right to prohibit a 
distributor from handling other competitive lines? 

4. Does the manufacturer have the right to force a 
distributor to carry his full line of products? 


First Question 


The first question, “Does the manufacturer have the 
authority or right to refuse to sell to a distributor?” has 
been the subject of a number of court cases the follow- 
ing of which have essentially established legal precedents 
on the subject. In the Cream of Wheat Co. case (1915), 
the court affirmed the right of a company to select the 
customers it so desires by declaring: “We supposed that 


it was elementary law that a trader could buy from 
whom he pleased and sell to whom he pleased, and that 
his selection of a buyer or seller was wholly his own 
concern.” 

In the famous Colgate case (1919), which concerned 
the right of a manufacturer to refuse to sell to a dis- 
tributor who would not comply with his pricing policy, 
the court ruled that the Sherman Act, “does not restrict 
the long-recognized right of a trader or manufacturer 
engaged in an entirely private business, freely to exercise 
his own independent discretion as to parties with whom 
he will deal. And, of course, he may announce in ad- 
vance the circumstances under which he will refuse to 
sell.” 

Again in the Bausch and Lomb Optical Co. case 
(1942), the District Court upheld the right of the Soft- 
Lite Lens Co. to refuse to sell to those who would not 
comply with their announced resale pricing policy. The 
decision was then appealed to the United States Supreme 
Court where the findings of the District Court were 
upheld. 

Again in the Ronson Art Metal Works case (1953), the 
court ruled that Ronson had the legal privilege to select 
its own customers and could thus refuse to sell its 
products to anybody without violating the anti-trust laws 
in any respect. Suit was brought against Ronson by one 
of its wholesalers for alleged violation of the Clayton 
Anti-Trust Act in that Ronson refused to accept any 
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under the selective process 


the most part, essentially indicated that the independent 
distributor becomes too attached and dependent upon the 
manufacturer under the selective process and is thus sub- 
ject to a direct reaction when the performance of the 
manufacturer falls off to any great extent. It is significant 
that a number of the distributors in this group said that 
the close relationship between the distributor and man- 
ufacturer resulting from selective distribution was a nec- 
essary part of the business and questioned if there was 
another approach which could produce comparative re- 
sults without such a partnership type of attachment. An 
additional few distributors within this group were of the 
opinion that the electrical wholesaling business is a risk 
irrespective of the system utilized. But they considered it 
less of a risk if the attachment and cooperative relation- 
ship between the distributor and manufacturer were at 
optimums as is likely under the selective process. 
Probable reasons why so many distributors gave af- 





firmative answers to the destiny question are that: (1) a 
number of them have experienced selective distribution 
by associating themselves with manufacturers who par- 
ticipate in the selective process on paper but not in prac- 
tice, and (2) there are, undoubtedly, many distributors 
who have certain operating deficiencies in their organiza- 
tions, knowingly or unknowingly. A number of distrib- 
utors, therefore, lack complete confidence in some of the 
manufacturers they represent, and in addition, fail to 
maintain complete confidence in themselves. This possibly 
accounts for a sizeable portion of the one faction of dis- 
tributors responding that their destiny was too closely 
related to that of the selective manufacturer. 

From an analysis of the data supplied by the distribu 
tors there is good reason to believe that a close relation- 
ship between the independent distributor and manu- 
facturer is not only desirable but essential when operating 
under the selective process This attachment, however, 
should not under most circumstances jeopardize the dis- 
tributor’s position to any serious extent in the event a 
manufacturer fails to provide adequate support, if the 
distributor is strong in himself—strong in the sense of 
performing his part of the distribution function on a 
highly efficient plane. 





further orders from the wholesaler. To explain their 
refusal to accept any further orders, Ronson wrote a 
letter to the wholesaler of which the following is an 
excerpt: “At the present time we are reducing our dis- 
tribution in most sections of the country and in your 
market area we find that we are very well covered with 
distribution by other distributors. We therefore regret 
that we shall be unable to ship further Ronson merchan- 
dise to you. This move is consistent with our current 
policy of reducing our distributors in all territories 
where we already have adequate coverage.” 

It is rather obvious from the cases presented that 
the manufacturer has the right to select his own dis- 
tributors. Furthermore, it is difficult and expensive to 
contest injury from the refusal of a manufacturer to sell 
to a distributor as Section 2 of the Clayton Act specif- 
ically authorizes “persons” to select their own customers 
in interstate commerce. However, this is not to imply 
that the right to sell may be used as a matter of policy 
to restrain trade, attain monopolistic position or for 
other illegal ends. 

For example, in the historically famous Eastman 
Kodak case (1927), the courts decided against Eastman 
for refusing to sell to a distributor on the grounds they 
did so for monopolistic ends. In this case, Judge Sanford 
ruled: “Although there was no direct evidence—as there 
could not well be—that the defendant’s refusal to sell 
to the plaintiff was in pursuance of a purpose to monopo- 
lize. we think that the circumstances disclosed in the 
evidence sufficiently tended to indicate such purpose, as 
a matter of just and reasonable inference, to warrant 
the submission of this question to the jury. ‘Clearly,’ as 
was said by the Court of Appeals, ‘it could not be held 
as a matter of law that the defendant was actuated by 
innocent motives rather than by an intention and desire 
to perpetuate a monopoly’... ” 

More recently, in 1951, the Lorain Journal case was 
aother example of carrying the refusal to sell policy 
beyond the limits of the law. In this case, the Lorain 
Journal refused to sell advertising space to those adver- 
tisers who utilized the services of a competing radio 
station. The courts decided, using rather blistering 
phraseology, that the Lorain Journal was “bold and 
relentless” in its design to restrain competion by refus- 
ing the utilization of the services of its communications 
media. 
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In summarizing the refusal to sell question, it can be 
said that the manufacturer has the right, as a matter of 
policy, to refuse to sell to any distributor providing that 
such refusal does not result in restraint of trade, or lead 
to monopolistic or other illegal ends. Since the Cream 
of Wheat case (1915) and the Colgate case (1919), the 
courts have, in subsequent decisions, been more restric- 
tive in developing their opinions in the refusal to sell 
cases. And yet, unless restraint of trade, monopolistic 
practices or some other seriously illegal act is evident, it 
is rather difficult to claim injury against a manufacturer 
on the basis of refusal to sell 


Second Question 


The answer to the second question, “Does the manu 
facturer have the right to limit a distributor to sell his 
products within a defined territory?” was provided some 
time ago by both state courts and FTC rulings when it 
was established that a manufacturer has the right to 
require a distributor, once appointed, to sell only within 
the territory which has been assigned to him, and that 
such practice is not in violation of the Sherman Anti- 
trust Act, the Clayton Act or anti-trust legislation estab- 
lished by states. It has also been established by both 
FTC rulings and the courts that a manufacturer has 
the right to select one distributor to represent him for 
a given territory. Under the selective distribution prin- 
ciple, there will be many instances where it is necessary 
to appoint only one distributor to give the manufacturer 
adequate coverage in a given territory, and as was 
pointed out such a procedure does not deviate from the 
legal boundary. 

In the Philco case (1956), there was a broadening of 
the early rigid judicial interpretations as to a manufac- 
turer’s right of restricting the sale of his products by an 
appointed distributor to a confined territory. The court 
ruled that Philco had the legal right to “designate geo- 
graphical areas in which such distributors shall respec- 
tively be primarily responsible for wholesaling Philco 
products and to terminate the franchise of distributors 
who do not adequately represent Philco and promote the 
sale of all Philco products in areas so designated as 
their primary responsibility.” 

It appears that the court ruling has tempered the 
restriction of a distributor to sell within a defined terri- 











Legal Considerations (cont.) 





A good understanding of the legal latitudes is important 


tory, but actually if a distributor does not comply with 
the territorial limits the manufacturer sits back with the 
discharge loophole as the trump card. It would be easy 
for a manufacturer to claim that a particular distributor 
is not adequately representing all of his products within 
a given territory. As a result, distributors confine their 
sales activities of a particular line of products to the 
territory as defined by the manufacturer whom they 
are representing. More specifically, the policies of re- 
stricting a distributor’s sales to a defined territory and 
limiting the distribution within a defined territory to one 
distributor may be practiced by a manufacturer provid- 
ing in so doing the manufacturer does not restrain trade 
or competition and is not attempting to attain monopo- 
listic or other illegal ends. 


Third Question 


The third question, “Does the manufacturer have the 
right to prohibit a distributor from handling other lines?” 
was answered essentially by the decision made relative 
to the famous Standard Oil case (1949) by the Supreme 
Court of the United States. In that case, the dealers under 
contract with the Standard Oil Co., which was the largest 
seller of gasoline in a group of western states, were 
required to purchase and sell only those petroleum prod- 
ucts and accessories handled by the company. 

In ruling on this case, Justice Frankfurter said: “The 
District Court held that the requirement of showing 
actual or potential lessening of competition or a tendency 
to establish monopoly was adequately met by proof that 
the contracts covered ‘a substantial number of outlets 
and a substantial number of products, whether consid- 
ered comparatively or not.’ Given such quantitive sub- 
stantiality, the substantial lessening of competition—so 
the court reasoned—is an automatic result, for the very 
existence of such contracts denies dealers opportunity to 
deal in the products of competing suppliers and excludes 
suppliers from access to the outlets controlled by those 
dealers.” 

Frankfurter went on to say, “Standard’s use of con- 
tracts creates just such a potential clog on competition as 
it was the purpose of Section 3 (Clayton Act) to re- 
move, were it to become actual, it would impede a sub- 
stantial amount of competitive activity.” The decision 
in the Standard case has been held as a sound interpreta- 
tation by the Court in later decisions. 

The interpretations of the courts were based on Sec- 
tion 3 of the Clayton Act which indicates that it is not 
legal for a manufacturer and distributor to enter into an 
agreement which limits the distributor to the sale of only 
the manufacturer’s line of products if the effect of such 
an agreement tends to substantially lessen competition 
or tends to create a monopoly in any line of products. 
From the interpretation of Section 3, it is apparent that 
sales agreements between the manufacturer and dis- 
tributor which do not involve substantial amounts of 
products or outlets do not come within the scope of 
this Section of the Act, and the courts have ruled 
accordingly. 

In summarizing the manufacturer’s right to prohibit 
a distributor from handling other competing lines, it can 
be said that there is no rule of thumb that can be applied 
to determine in advance the legality of any exclusive 
agreement between the manufacturer and distributor. 
The legality is for the most part dependent upon the 
volume of business involved, the number of outlets con- 
tracted and the effect of the agreement in substantially 
lessening competition. 
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The fourth and final question, “Does the manufacturer 
have the authority to force a distributor to carry a full 
line of his products?” can be answered by saying that in 
cases such as the Pick Co. case, the J. I. Case Co. 
case and others, the courts have ruled that it is not 
illegal for a manufacturer to require his distributor to 
carry a full line of his products providing that the manu- 
facturer does not restrict the distributor from handling 
competitive products. In the J. I. Case Co. case decision, 
the court ruled that “merely because a dealer handles 
one full line he is not disabled from handling another 
full line. In any event, a mutual arrangement between 
the farm machinery manufacturer and its dealer that is 
for the best interest of both for the latter to handle a 
full line of the manufacturer’s output, without any re- 
striction imposed upon the dealer, is not violative of 
any law.” 

To summarize the full line discussion, it can be said 
that the manufacturer has the right to require a dis- 
tributor to carry a full line of his products providing he 
does not prevent the distributor from carrying compet- 
ing lines of goods. In instances where the product is not 
responsible for a substantial share of the market, it is 
doubtful if the courts would rule against a manufacturer 
that requires his distributors to carry a full line and also 
bans them from carrying competitive lines. The court’s 
decision in such an instance would in all probability be 
based on the fact that there was no evidence that com- 
petition was substantially restricted. 


Summary 


To summarize this chapter, the answers to the four 
major questions posed relative to the legality of the 
utilization of the selective technique are listed as follows: 

1. A manufacturer has the right to refuse to sell any 
distributor. Of course, if the refusal to sell involves 
restraint of trade, monopolistic tendency, or some other 
illegal act, then the refusal to sell may be contested. 
From past cases it has been shown that it is difficult to 
prove claim of injury against a manufacturer on the 
grounds of refusal to sell. 

2. Recent court decisions have held that a manu- 
facturer does not, in a strict legal sense, have the right 
to restrict a distributor to sell within a designated terri- 
tory. However, the manufacturer does have the right to 
designate geographical areas and make the distributors 
primarily responsible for adequately wholesaling his 
products in the areas assigned to them. This amounts 
to saying that the manufacturer has, in effect, the right 
to restrict a distributor to sell within a designated terri- 
tory providing such restriction does not involve restraint 
of trade or some other illegal act. 

3. There is no rule of thumb that can be applied to 
determine in advance the legality of any exclusive agree- 
ment between the manufacturer and the distributor. The 
legality of a manufacturer to prohibit distributors from 
handling competing lines depends to a great measure on 
the volume of business involved, the number of con- 
tracted outlets, and whether or not there is a restraint of 
competition. 

4. A manufacturer has the right to require his dis- 
tributors to carry a full line of his products providing he 
does not prevent them from carrying competing lines. 
Furthermore, a manufacturer could require his distribu- 
tors to carry a full line and ban them from carrying 
competing lines providing the product line in question 
does not account for a substantial share of the market, 
and does not substantially restrict competition. 
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CHAPTER 14 





Findings, Conclusions 


And Recommendations 


Here the results of the study are summed up, concluding 
with recommendations for manufacturers and distributors. 


HIS final chapter is divided into three parts: findings 

and conclusions, recommendations for the manufac- 
turers, and recommendations for the independent elec- 
trical wholesale distributors. The findings are based 
solely on the compilation of data provided by the research 
questionnaires, while the conclusions are an interpreta- 
tion of the findings. The recommendations for the manu- 
facturers are suggestions which are made for those who 
wish to enter or re-enter the selective distribution field, 
and to guide and stimulate those who are utilizing the 
technique toward the development of a more compatible 
approach for their programs with respect to the independ- 
ent distributors. In the last part of the chapter is dis- 
cussed the recommendations for the independent elec- 
trical wholesale distributors which suggests to the “in- 
dependents” the conditions under which participation in 
selective distribution is advantageous and the conditions 
under which it is not advantageous. 


Findings and Conclusions 


The findings of the study are as follows: 

1. More than 90% of all verified independent electrical 
wholesale distributors are actively participating in selec- 
tive distribution to some extent. However, very few man- 
ufacturers are currently utilizing the selective distribution 
technique. Considering the vast number of lines most 
distributors carry, this is understandable. Of the more 
than 90% of the independent distributors who participate 
in selective distribution, few—if any—have unfavorable 
fundamental comments to make relative to this system of 
distribution. Most significantly, the distributors want more 
selective distribution but are unable to obtain it since so 
many manufacturers continue to shun this system of 
distribution. 

2. A relatively small percentage of manufacturers as- 
sociated with the electrical wholesaling industry utilize 
the selective distribution technique. The failure of more 
manufacturers to engage in selective distribution has 
probably been detrimental to both the distributors and 
the manufacturers, as a dog-eat-dog business approach is 
prevalent in many phases of the industry today with the 
predominance of the free or open distribution systems in 
operation. This predominance has brought upon the in- 
dustry such consequences as price-cutting battles, the 
encouragement of jobber or broker-type operations, the 
tendency toward the elimination of salesmanship from 
the industry, etc. 

Selective distribution should be able to remedy many 
of these ills and also provide an over-all improvement in 
the operating efficiency of the industry by (1) increasing 
profits for both the distributor and manufacturer, (2) 
more closely coordinating sales efforts between the dis- 
tributor and manufacturer and (3) improving services 
and relationships for the industry’s customers. Possibly 
the manufacturers take a myopic business approach and 
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base their sales policies primarily On volume irrespective 
of how or at what price it is obtained 

3. With minor exception, there are no special charac- 
teristics attached to those distributors who are engaged 
in the selective distribution technique. Regardless of (1) 
the size of city in which they are located, (2) the number 
of total inside and outside salesmen employed, (3) the 
total square footage of space occupied or (4) the type 
of operation—be it a branch house, a main house with 
supporting branches or a one-house-one-location type of 
operation—it has practically no effect in determining 
whether or not an independent distributor participates in 
the selective process. As a result, the implementation of 
selective distribution by a manufacturer is in no way 
impeded by any lack of distributor availability. 

4. In a slightly less than 2 to 1 ratio, the independent 
distributors are of the opinion that the size of investment 
requirement does not restrict a distributor from _partici- 
pating in the selective process. The distributors who are 
of the opinion that the size of investment does restrict 
participation based their opinions chiefly on the beliefs 
that (1) the dollar values of minimum inventories are 
too high for the small distributor to handle, (2) the 
manufacturers are not realistic in setting stock require- 
ments in accordance with existing conditions, and (3) 
some manufacturers completely ignore the small distribu 
tor and deal exclusively with the chains and the large 
independents. There is evidence that the investment re 
quirement does not restrict distributor participation 
which stems mainly from the somewhat unrealistic 
selective policies that the manufacturers establish. 

5. By a narrow majority, the independent distributors 
are of the opinion that participating in selective distribu- 
tion does not guarantee them a percentage of sales. Most 
of the distributors are in agreement that regardless of the 
type of distribution system utilized, sales have to be earn 
ed and are not automatically made. True, there are latent 
characteristics attached to the sales effort, but these soon 
vanish after the sales effort loses its momentum. The 
distributor and manufacturer should enter into selective 
distribution with the idea that they can better approach 
the hypothetical guaranteed sale through the close part- 
nership opportunity provided by this system of dis 
tribution. 

6. More than 90% of the independent distributors are 
of the opinion that selective distribution provides them 
with better price protection than does free or open dis- 
tribution. They believe that this is the cause because it 
(1) establishes a partner-type relationship between the 
distributor and manufacturer, (2) limits the number of 
outlets in a particular sales area, (3) introduces salesman 
ship into the business by eliminating the broker or jobber 
type operation, (4) reduces price-cutting and (5) creates 
an incentive to build lines. Selective distribution does not 
place the emphasis on sales volume as does free or open 
distribution. It is therefore reasonable to assume that the 
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price protection afforded those distributors operating 
under the selective process should be considerably better 
than could be obtained under free or open distribution, as 
there will be less of a tendency on the part of the manu- 
facturers to juggle prices in order to get orders. 

7. The independent distributors by slightly more than 
2 to 1 believe that there is not a lack of flexibility in 
meeting price competition when operating under selec- 
tive distribution. A large segment of the distributors who 
are of the opinion that the selective process does lessen 
flexibility for meeting prices qualified their responses by 
adding that the selective distribution technique more than 
counter-balances this by affording the distributor the op- 
portunity to sell quality through distributor-manufacturer 
teamwork. He is thus enabled to realize substantially more 
profit from his sales. Whether or not selective distribution 
lessens the distributor’s price flexibility in meeting com- 
petitive prices is questionable. However, any disadvantage 
that the lack of price flexibility may introduce into the 
selective system is more than compensated by the 
numerous advantages it offers. 

8. The independent distributors are about equally di- 
vided relative to their opinions on the question, “Is there 
a disadvantage in participating in selective distribution 
due to a limiting effect on the selection of brands?” How- 
ever, more than 75% of the distributors are in favor of 
the selective process as they believe that the advantages 
it offers more than counterweigh any disadvantages due 
to the limitation on the selection of brands. 

The more significant points made by the distributors 
commenting on the question are that (1) the distributor 
assumes a potentially dangerous risk by tieing in with 
one manufacturer (in a given product line) in the event 
of a production stoppage for one reason or another, (2) 
not all manufacturers carry complete lines and conse- 
quently the distributor is forced to attach himself, in some 
instances, to a number of manufacturers to round out 
his lines, and (3) the distributor functions more efficiently 
by carrying fewer brands because he is able to concen- 
trate and do merchandising justice to the few lines provid- 
ing he receives adequate manufacturer support. 

9. Almost 85% of the independent distributors agree 
that selective distribution does provide a better answer to 
their service and traffic problems than does free or open 
distribution. More than 40% of the distributors are of the 
opinion that selective distribution forces the reduction of 
lines to be carried and at the same time fosters the idea 
of carrying complete lines. As a result they feel that it 
places the distributor in a more effective position to pro- 
vide efficient service. The percentage of distributors who 
disagree that the selective process solves the service prob- 
lems more effectively than open or free distribution is 
small. 

However, two important areas of comment are made 
by the minority segment: (1) some manufacturers fail to 
give proper support in the service area, and (2) too few 
manufacturers produce full lines which results in consid- 
erable line overlapping which tends to complicate the 
service function for the distributor. 

10. According to nearly 90% of the independent dis- 
tributors, participation in selective distribution does pro- 
vide the distributor with superior sales training programs. 
The majority of the distributors reason that the manufac- 
turers are more dependent on the distributor salesmen 
when Operating under selective distribution and, conse- 
quently, are anxious to spend as much time as possible in 
assisting and training these men. Furthermore, with fewer 
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distributors involved, the manufacturer is able to concen- 
trate his training efforts. Of the small minority that do 
not believe that selective distribution accounts for supe- 
rior sales training programs, almost half are of the opin- 
ion that any manufacturer will give all of the training a 
distributor will allow regardless of the type of distribution 
system being utilized. It is interesting to note that selec- 
tive distribution develops an esprit de corps between 
manufacturer and distributor which makes them more 
interdependent and thus aware of their mutual needs 
in the sales training area. 

11. Approximately 90% of the independent distribu- 
tors believe that by participating in selective distribution 
the distributor receives a more thorough technical as- 
sistance service than he would if participating in free or 
open distribution. The distributors feel that under selec- 
tive distribution (1) the manufacturer has a better realiza- 
tion of the distributor’s needs for technical assistance, 
(2) the manufacturer can provide more technical assist- 
ance per distributor as he would have fewer distributors 
to handle, and (3) the distributor’s sales personnel coop- 
erate more freely and often become proficient in the 
technical areas themselves. The comments of the dis- 
tributors who did not believe more thorough technical 
assistance is available did not provide any significant 
data. 

12. Approximately 90% of the independent distributors 
agree that participation in selective distribution provides 
advertising and sales promotion advantages not obtain- 
able while operating under free or open distribution. 
Approximately 50% of the distributors feel that by par- 
ticipating in the selective process they are not subjected 
to the parasitism of non-advertising and non-sales-pro- 
moting distributors who might otherwise feed off their 
advertising and sales promotion investment. Another 40% 
of the distributors are of the opinion that advantages are 
obtained because (1) the manufacturer and distributor 
cooperate more effectively, or (2) the manufacturer can 
concentrate his advertising and sales promotion activities 
as he has fewer distributors to work through, or (3) 
there is definite prestige and promotional value in carry- 
ing a selective line of merchandise 

13. In answering the question, “Do you obtain a more 
adequate market research service by particivating in 
selective distribution?” the independent distributors made 
it quite evident that (1) many of them are not too familiar 
with market research as a marketing tool, and (2) many 
manufacturers do not utilize market research or else they 
utilize it in a manner which does not include distributor 
participation. Even though the distributors indicate by a 
ratio of 2 to 1 that a more adequate market research 
service is obtained by participating in selective distribu- 
tion, the more significant aspect of the findings in this 
area is that so many distributors are not at all or only 
slightly cognizant of the market research tool. Because 
the electrical wholesaling industry has expanded rapidly 
since World War II, and indications are that its growth 
will continue unabated for some years to come, it is 
rather important that the independent distributors become 
familiar with the use of the market research tool. 

14. Approximately 25% of the independent distributors 
are of the opinion that the manufacturers operating under 
the selective distribution system do not provide their dis- 
tributors with true support. Considering the relatively 
few manufacturers who participate in the selective proc- 
ess, this finding is somewhat unexpected. The distributors 
blame the failure of true support on (1) the complacent 
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attitude the manufacturer assumes after his selective dis- 
tributors are appointed, (2) the lack in number and quality 
of manufacturers’ field personnel, (3) the belief by some 
manufacturers that operating under selective distribution 
is a substitute for adequate sales support, and (4) the loss 
of mutual confidence between the manufacturer and 
distributor. 

Ihe majority of manufacturers utilizing the selective 
system endeavor to provide their distributors with the 
necessary support as required for the proper implementa- 
tion and operation of their system. However, there are 
a few of the relatively small number of manufacturers 
engaged in selective distribution who do not do so. These 
manufacturers operate under the guise of a quasi- or 
even pseudo-selective distribution system and have in 
many instances only a selective policy on paper. 

15. Even though the independent distributors are of the 
opinion by a 342 to 1 margin that selective distribution 
offers a possible solution to the direct selling problem, it 
is important to note that the minority element of the 
distributors who dissented provided some strong poiats 
for argument. For example, a number of distributors 
point out that some manufacturers have lost faith in the 
system of distribution through distributors, or that they 
are able to do a more effective job themselves than are 
the distributors. Coming from the distributors, these 
points seem to indicate that at least a few of them are not 
doing a sufliciently adequate job to satisfy some of the 
manulacturers, 

Direct selling is a complex industry problem which 
cannot be solved simply by having more distributors and 
manufacturers participate in selective distribution. How- 
ever, participation in selective distribution and the de- 
velopment of a highly efficient group of independent 
distributors could provide the necessary impetus to mini- 
mize the problem to the point where it would no longer 
threaten the individual distributor or the industry itself. 
If the electrical wholesaling industry operates predomi- 
nantly under free or open distribution, there is little hope 
of the direct selling problem being minimized or arrested. 
In fact, under such conditions the problem could possibly 
become a real threat to the very existence of the inde- 
pendent distributor. 

16. The independent distributors are about equally 
divided in their opinion as to whether or not the destiny 
of the independent electrical wholesale distributor who 
participates in an all-out selective distribution policy is 
too directly related to that of the manufacturer he repre- 
sents. One faction of the distributors indicated that since 
the distributor operates autonomously in many respects 
he is very flexible and is thus able to readily adjust to 
any adversity that may be carried down to him as a result 
of a deficiency in performance on the part of the manu- 
facturer he represents. Also, the distributor usually has 
prior notice of any trouble that may be ‘developing at 
the manufacturer’s level and is therefore able to prepare 
himself in advance for the necessary corrective measure 

The other faction of the independent distributors indi- 
cated that the distributor becomes too attached to and 
dependent upon the manufacturer under the selective 
process and is thus directly affected by most of the ad- 
verse Operating conditions of the manufacturer. It was 
also pointed out by a number in this group that the close 
distributor-manufacturer relationship was necessary to 
produce the superior distributing results that are possible 
under the selective system of distribution. It appears that 
the destiny of the independent distributor operating under 
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selective distribution is more directly related to that « 
the manufacturers he represents than it would be were he 
operating under free or open distribution. This is due to 
the closer relationship that exists between the distributor 
and manufacturer functioning under the selective process, 
which is necessary to produce a higher plane of operating 
efliciency and effectiveness than is possible under free 
distribution. 

17. From a legal approach it was found that selective 
distribution posed four major questions relative to its 
application, which are as follows: 

(1) Does the manufacturer have the right to refuse to 

sell to a distributor? 

(2) Does the manufacturer have the right to limit a 
distributor to selling his products within a defined 
territory? 

(3) Does the manufacturer have the right to prohibit 
a distributor from handling other competitive lines? 

(4) Does the manufacturer have the right to force a 
distributor to carry his full line? 

[he answers to these questions are listed as follows, 

in the same order: 

(1) A manufacturer has the right to refuse to sell any 
distributor providing such a refusal does not in- 
volve a restraint of trade, monopolistic tendency or 
some other illegal act. It is difficult to claim and 
prove injury resulting from a manufacturer refus- 
ing to sell a particular distributor. 

(2) The manufacturer has the right to designate geo- 
graphical areas and make the distributors primarily 
responsible for adequately wholesaling his products 
in their assigned areas. Providing there is no illegal 
act involved, the manufacturer may also restrict 
the distributors to selling his products within the 
confines of their designated territories. 

(3) The manufacturer may prohibit his distributors 
from handling competitive lines providing that by 
so doing there is no restraint of competition in 
volved. The legality of the exclusive agreement 
also depends on the magnitude of the business, the 
number of distribution outlets, and the share of 
the market being sold. 

(4) A manufacturer has the right to require his dis- 
tributors to carry the full line of his products pro- 
viding he does not restrict the distributor from 
carrying competing lines. Furthermore, he may 
require his distributors to carry full lines and yet 
ban them from carrying competing lines if under 
such conditions there is no substantial restriction 
of competition, 


Recommendations for Manufacturers 


Before making any recommendations for the manufac 
turers it would be well to point out that the study has 
clearly established the superiority of selective distribution 
for the independent electrical wholesaler distributor in 
comparison to free or open distribution in all of the 
aspects that have been examined. It also has been estab 
lished that if the manufacturer expects his distributors 
to perform and cooperate at a high level, he can best 
achieve this end through selective distribution. Further- 
more, it has been established that selective distribution 
is not a system that has to be imposed upon the in 
dependent distributors, but rather one that they want, 
as they are well aware of the advantages that are offered 
With these points in mind, the following recommenda 
tions are made to the manufacturer: 

1. Those manufacturers now employing free or open 
distribution should make a critical appraisal of their 
distribution system in an endeavor to determine if they 
are not now taking a short-sighted approach in their 
distribution methods by overstressing sales volume rather 
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than more profitable sales with a more efficient system 
of distribution. 

2. Those manufacturers now engaged in selective dis- 
tribution should carefully review their existing programs 
to determine if they are actually complying with the 
selective policies they have established. From the dis- 
tributor’s perspective, the manufacturer operating a 
quasi- or pseudo-selective distribution system is probably 
less desirable than one operating distinctly in the free or 
open area. Much of the strength in selective distribution 
is to be found in the close cooperation and coordination 
of effort on the part of both manufacturer and dis- 
tributor. It is therefore understandable why selective 
distribution cannot function satisfactorily without ade- 
quate support from both parties—it is not conducive 
to a one-way approach. It is thus imperative that the 
manufacturer play the part he has outlined for himself 
under his own selective distribution policy. 

3. It is recommended that the manufacturers now 
participating in selective distribution and those anticipat- 
ing such participation should not overlook the possibility 
of including small distributors in their programs to ob- 
tain adequate territorial coverage, as ofientimes the 
small distributor serves a market not otherwise covered 
by the larger independent and chain houses. 

4. It is recommended that more manufacturers ex- 
plore the possibility of utilizing market research as a 
marketing tool and extending its use to include the dis- 
tributor level. Many of the independent distributors have 
given definite evidence of a lack of familiarity with 
market research. 

5. It is recommended that the manufacturers associ- 
ated with the electrical wholesaling industry should, as 
a group, promote the idea of selective distribution, as it 
is through the use of this system that the entire industry 
will be strengthened as a result of improved over-all 
operating efficiency and more profitable returns for both 
the distributors and manufacturers. 


Recommendations for Distributors 


This portion of the chapter is divided into three parts 
(1) recommendations for the distributors, (2) conditions 
under which it is advantageous for the indep-udent dis- 
tributors to participate in selective distribution, and (3) 
conditions under which it is disadvantageous for the 
independent distributor to participate in selective dis- 
tribution. First, the recommendations for the distributors 
are as follows: 

1. For those few distributors who were not in agree- 
ment with the desirability of utilizing the selective tech- 
nique, it is recommended that they re-examine their 
position in their own self-interest. Of course, it is to be 
understood that extensive participation may be very 
difficult as so few manufacturers are available who 
truly practice the selective technique. 

2. When an independent distributor becomes associ- 
ated with a selective manufacturer it is recommended 
that he uphold his end of the distributor-manufacturer 
partnership by complying with the selective policies to 
which he has agreed. Otherwise, it doesn’t make sense 
for him to participate in selective distribution hoping 
that the additional benefits provided by the system will 
come along without the necessary effort. 

3. Before an independent distributor becomes associ- 
ated with a selective manufacturer it is recommended 
that he endeavor to determine if the manufacturer truly 
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engages in the selective technique or whether he is 
operating in the guise of a selective manufacturer who 
in reality only has policies and promises to offer. Many 
distributors have become associated with what they con- 
sidered true selective manufacturers only to find out at a 
later date that such wasn’t the case. 

4. It is recommended that the independent distributors 
take a greater interest in market research and endeavor 
to have the manufacturers they represent become aware 
of their interest in this area as this could provide them 
with considerable aid in the sales area. 

5. It is recommended that the distributor organiza- 
tions make their interest in selective distribution known 
to the manufacturing organizations. This would provide 
an excellent manner in which to generate more interest 
in selective distribution on the part of the manufacturer, 
and could possibly lead to greater participation in the 
selective process by the manufacturer. 

The following section of the chapter lists conditions 
under which it is advantageous for the independent dis- 
tributors to participate in selective distribution. Such 
conditions exist when: 

1. The independent distributor is prepared and 
equipped to participate in selective distribution at the 
scope or level required by the manufacturer. It would 
not be conducive to a successful selective distribution 
type of operation if the independent distributor did not 
have the sales personnel, the management ability, ware- 
housing facilities, etc. necessary to provide the coopera- 
tive support required. 

2. The manufacturer is truly a selective manufacturer 
and not operating in the guise of one. A true selective 
manufacturer will provide more than his share of effort 
in trying to make the distributor-manufacturer relation- 
ship function successfully. 

Lastly, there are conditions under which it is disad- 
vantageous for the independent distributors to partici- 
pate in selective distribution. Such conditions exist when: 

1. The independent distributor is not prepared or 
equipped to participate. 

2. The selective manufacturer he is to represent is 
not truly engaged in selective distribution. 

This research study has dealt only with a very defined 
and restricted phase of selective distribution as related 
to the electrical wholesaling industry—the phase which 
views selective distribution from the perspective of the 
independent electrical wholesale distributor. Although 
this phase of research covered a sizeable area of selec- 
tive distribution with respect to the industry, there re- 
mains a vast area which is open for exploration. For 
example, a very significant study could be directed to- 
ward the manufacturer’s perspective of the utilization 
and implementation of selective distribution. Such a re- 
search project would probably provide the answer to the 
extremely important question of why more manufac- 
turers do not participate in the selective process. 

In addition, a study of selective distribution could be 
made from the consumer’s point of view. This would 
include the electrical contractors, the maintenance 
people, industrial users, as well as utilities. Such a study 
would provide the insight of the effect the selective 
process has at the point where the electrical construction 
materials are actually being put into use. And finally, a 
research project to determine the relationship between 
the chain distributors and selective distribution should 
certainly unfold certain information that would be of 
particular interest to the independent distributors. 
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Many orders to di 


ONE ORDER TO REVERE 


Cut your paperwork and overhead by 
ordering all outdoor lighting from Revere 


Revere offers widest line of outdoor lighting 


No matter what the outdoor lighting job, Revere has the 
equipment for it. Revere offers a wide range of incan 
descent, mercury and fluorescent lighting fixtures, cluster 
lights, hinged and rigid poles, transformers, and acces 
sories. The complete Revere catalog is all you need to 
be in the profitable outdoor lighting business 


Simplified ordering, pricing, billing 

You can save time and money by ordering all your out 
door lighting equipment from one reliable source. With 
Revere. you can select a// components from one catalog, 
place one order, have one price source, receive one 
invoice. Sales costs and clerical detail are kept to a 
minimum, and your overhead is reduced accordingly 


Lighting layout service helps you sell 

Revere’s qualified engineering staff is always ready to 
give you professional outdoor lighting layouts fast 
and at no charge. Into each Revere layout goes 30 years 
of concentrated outdoor lighting experience you're 
sure the lighting is engineered for peak efficiency. Send 
us specifications for your next outdoor lighting job 


Matched units for trouble-free installation 


You can cut contractor call-backs by ord: ring all com 
ponents for an outdoor lighting job from Revere’s 
matched line. This assures you that the equipment will 
fit right for proper installation. It means one delivery 


from one manufacturer no wasted time co ordinating 


and expediting deliveries from several suppliers. 


Write for Revere Outdoor Lighting Catalog 


OUTDOOR oe oes 


Revere Electric Mfg. Co. 


Long Distance Phone 


In Canada 


7420 Lehigh Avenue e¢ Chicago 48, | burban Niles 
16060 © Chicago Phone: SPring 4-1200 © Telegrams: WUX Niles 


Curtis Lighting Ltd., Leaside, Toronto Ontario 
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entrance to ground 


ALL THREE 


engineered for easy selling 


BY 


... packed with user advantages to 
bring you repeat orders: 


DUAL-GRIP ENTRANCE HEADS 


Built-in connector clamp saves contractors 
time and money. No special fittings needed 


for EMT ...no threads to cut on rigid 
conduit. Complete range of sizes: '2”, *4” 


1”, 1%", 144”, 2”, 2%”, 3”. (Pat. No. 2,739,999) 


ENTRANCE ELBOWS 

. with the same built-in quality that has made 
Weaver heads and ground clamps profitable items 
for wholesalers. Now you can sell a complete 


SURE-SAFETY GROUND CLAMPS 


The only complete line of bronze clamps 
for '4” to 4” pipe. Swinging tops for 


quick installation. 


STOCK YOUR SHELVES WITH SALES 
. sell the complete Weaver Service Entrance 
Line—the head, the elbow, the ground clamp. 


Samples are available for demonstration. 
No charge, of course. Write today... and 
specify exact items desired. 


J. A. WEAVER 


GArfield 1-6336 
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Weaver Service Entrance Line! Sizes 4%” through 2”. 
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Better volume... SF 


bigger profits with 


R 0 " 
crecteric a 
a HEAVY DUTY EXTENSIONS 


RO 


ELECTRIC 


Be sure you’re ready to meet the growing demand for safe, power- 
protecting, dependable ““POWR-KORD” heavy duty extensions. 
Available for immediate delivery in Black Rubber (2 and 3 wire, sizes 
18 thru 12), Red Rubber (2 wire, sizes 18 and 16), Yellow or Red 
Thermoplastic (2 wire, sizes 18 and 16) .. . all with molded caps 
and connectors . . . individually packaged. Rubber cord lengths 

10’ to 100’, vinyl 25’ to 100’. 


See your Royal representative for complete details, 
or write for new Catalog No. 3-59. 


ROYAL ELECTRIC CORPORATION 





+ an associate of 


Tr PAWTUCKET, RHODE ISLAND 


in Canada: ROYAL ELECTRIC COMPANY (QUEBEC) LTD. 
Pointe-Claire, Quebec. 
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F ty LONGER BALLAST LIFE 
4 <r ; Ballast life is cut in half for each 10°C over normal operating 
ee pnt. a temperatures. ADVANCE KOOL KOIL BALLASTS operating OPERATE UP 
a Wf : 16.5°C to 19.5°C cooler give 3% to 4 times longer life. _ 20°C coo 
— lane for extra years” 
Bo: 20% LESS WATTAGE LOSS of wovbletouy 
“g- 7 This higher efficiency of ADVANCE KOOL KOIL BALLASTS 
ie ¢ offers fluorescent lighting users savings in operating costs and gs 
— Ay manufacturers the opportunity to increase fixture efficiency. The Révantery es of 
KOOL come 
The design of ADVANCE KOOL KOIL BALLASTS is the result of 3 years as “Dh on! 
of research, a great stride in solving the heat problems of the lighting & . bs 
industry. Advance engineers separated vital components in the ballast + ove 
case to end costly condenser trouble. They developed new grades of steel 515% M 
and wire, incorporated special insulating materials and compounds. The AIGHT OU 
result, ADVANCE KOOL KOIL FLUORESCENT LAMP BALLASTS that end for higher 
costly maintenance and interruptions in service. Insist on ADVANCE KOOL sy tae 
KOIL, designed and built to last for the life of your lighting installation. 














TRANSFORMER CO. 


27950 NU WESTERN Ave MIC AGC 





What's 
in the - 
package 
for 


you? 


Good Service, year in and 


year out. Bryant Order Service people have 
done an outstanding job of handling each 
order. However, Bryant wants to constantly 
better its service to customers. For this 
reason, we have acquired RAMAC —an elec- 


‘ 


tronic “genius” that processes incoming 
orders, makes correct billing and issues ship- 
ping instructions in about the same time it 
takes to read this sentence. With RAMAC, 
you can be sure that our good service will 
continue as we grow. 


Sales Help that extends far be- 


yond printed material. Your Bryant repre- 
sentative helps you cultivate customers... 
depend on him. 


Firm Sales Policy... we 


don’t sell to everyone. But those to whom 
we do sell enjoy our firm distributor-oriented 


policies. 


Prod uct, of course—a complete line 


of superior wiring devices. New product 
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BRYANT 

WINNER OF THE GOLD MEDAL Awarp 
FOR ADVERTI : AND EDITORIAL ART 
Boston Art Direcror’s CLusp-— 19 


ideas, too, like the dramatic new Bryant 
Fashion Plate* and Tap-eez*. 


. 

Quality. «ss every wiring device is 

engineered, designed and manufactured to 

the highest standards of quality and work- 

manship . .. insuring the ultimate in lasting I=) RY AN ‘IX 

service for all Bryant products. THE BRYANT ELECTRIC COMPANY 
BRIDGEPORT 2, CONNECTICUT 


What’s in the new Bryant package? The 
products, the service to help you and your 


salesmen create more sales. J-9902 


*Trade-Mark 
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A NEW LEIGH VENTILATING FAN 


' 
BaD AY A MEALTAY PReris:! FITS CONVENTIONAL 8” PIPE 


Your customers will think you've made a mistake when — NO ADAPTERS REQUIRED 


they read the low price on this breath-taking beauty! 
Ihe new Leigh No. 5508 Ceiling Ventilating Fan ts 


Lifetime grille of high-impact polystyrene can- 
superbly styled to steal honors from the most expensive m4 3 g mer Pony ey 


; ; not rust or deteriorate 
models. It is second to none in performance and safety. 


It fits a standard 8” pipe without need for an adapter Plated for sparkling beauty — completely con- 
- 1s easily installed without framing. Yet, you can sell ceals fan 


it— ata healthy profit — for less than $10.00 ‘ : 
~~ s Sculptured white knob accents modern styling 


Descriptive literature with full details is just off the 
Powerful 4-pole motor is completely enclosed 


against dirt and grease 


LEIGH BUIL DING PRODUCTS Six-bladed fan — exceptional air moving 


capacity 
Division of Air Control Products, Ini 
2959 Lee St. Coopersville, Michigan 


@ BUILDING PRODUCTS { 
p = g ; Awnings & Canopies Aristocrat Mail Boxes | TJaigh | 
Closet Accessories Full-Vu Bi-fold Doors — — 
Outdoor Accessories Ventilators. BULLDINC a 
7 _ Ventiloting Fans Range Hoods | PRODUCTS} 


presses Write us 


Priced to outsell any other fan 


Folding & Sliding Door Hardware 


In Canada: Leigh Metal Products Ltd. 72 York St., London, Ont., Leigh-Torne! Distributors Ltd., 549 Archibald St., St. Boniface, Manitoba 
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They both know 
the best 
buy in tape... 











non-raveling 
straight tearing 
high tensile strength 
strong adhesion 
highly insulating 


= Ss Ss Ss We 


Send for our latest catalog describing details 


Accumare Tape 


FRICTION .... RUBBER .... PLASTIC 





ACCURATE MANUFACTURING COMPANY 
Garfield, New Jersey 





Available in a full 
range of sizes from 


,"" 





COST CUTTING 
TIME SAVING 


electrical fittings from Blackhawk 


/ just SLIP IT ON 


Installation of the exclusive Blackhawk slip- 
fitter service entrance head is easier and faster. 
There are no threads to cut, no extra clamping 
devices to use. Just slip it on over the conduit 
and tighten two set screws. It’s that fast... 
that simple. Contractors have reported saving 
$5 to $10 per installation with the Blackhawk 
slip-fitter service entrance head. 


[= 


6 ee Sica rns ss re 


Pat. applied for. 


kay 


through 4", 


1 
! 
| 
i 
| 
yak j 
- 1 
e ! 
: . I 
: ! 
I 
PS ! 
{ 1 
eas j 
res eee 2 
i 


Installed in seconds. Blackhawk 


Snap! It’s on to stay. Blackhawk hav 
one piece box support is in- 


| 
! 
snap strap has the exclusive | ) 
“hold bump.” Ribbed bracket |! serted all at once. Tabs are 
adds to the snap, provides rigid I bent around wall edge and the 
contact support of the conduit. |! box support is ready to receive 
1 the switch box. After insertion 
of switch box, tabs are bent to 
; inside, holding the box firmly. 
| 


Pat. applied for. 


Patent No. 2518912 


Specify B-/ when you buy 


BLACKHAWK INDUSTRIES 
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Phelps Dodge 
Habirite-Habirprene 
Cable with 

Wire Shield! 


Phelps Dodge pioneered the use of a wire shield as a standard item 
in power cable construction. From this background and experience, 
Phelps Dodge developed its outstanding Habirite-Habirprene high 
voltage cable with a wire shield. This cable offers a number of ad- 
vantages over ordinary “RR” cable with tape shield including: 
4, Greater flexibility; minimum bending radius in most cases is less than 
half the bending radius of tape-shielded cable, making installation 
easier in confined areas. 
® , Rugged wire shield can be braided or bunched for use as a ground 
"lead at splices and terminations. Intermediate steps in making ground 
connections are eliminated, saving time and effort. 

3. Dependable wire shield continuity provides protection against hidden 
shield rupture which can occur during installation or in service. 
4, Overall wire shield resistance is constant without the variations found 

in tape-shielded cable. 
Habirite-Habirprene cable with a wire shield assures you the ut- 
most in safety, durability and handling ease. 















PHELPS DODGE COPPER PRODUCT: 


CORPORATION 





300 PARK AVENUE NEW YORK 22, N.Y 
SALES OFFICES: Atlanta, Birmingham, Ala ambridge. Mass harilotte, Chicag at evelar allas avt enver, Detroit rt Wayne. Greensboro, 6 Moustto sin, Jackson 
Kansas City, Mo., Los Angeles, Memphis, Milwaukee, Minneapolis, New Orleans, New York, Philade a, Pittsburgh, F 2 re., Rict Rochester, NY. Sa ants “ esttie, Washingtor 
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NEWS FOR THE INDUSTRY 





a — tO 


UNLOCKING the door to profits ahead was the theme of the NAED Western 


Region Convention at Santa Barbara. New regional v.p., K. P 


Rehwaldt (left) and 


outgoing v.p., Ralph W. Rohrbach stand behind 


Your Keys to the Future 


HE DOOR to distributors’ future 
profits has three locks. 

Three keys to this door were 
offered to 550 electrical supplies dis- 
tributors and their manufacturer 
guests at the NAED Western Region 
Convention at Santa Barbara, Calif., 
September 20-23: 

e Selling—how, where and what; 

e Operating — people, places and 
things; 

e Management 
tives and character. 


— frontiers, objec- 


How Selling Promises Profits 


R. S. Edwards, president, Edwards 
Co. was the opening speaker on “Sell- 
ing—First Key to the Future.” He 
began his talk with the question “Will 
There be a Future Market for Elec- 
trical Distributors?” Edwards verbally 
painted “a_ pretty black picture” 
which he said “I don’t accept” and 
“I hope you won't accept... ” 

He said that if they had to, the 
electrical manufacturers could 
along without present-day distributors 
because of other channels open to 
them. He pointed out that while at 
one time long ago 90 per cent of 
electrical goods went through the 
full-functioning supplies distributor, 
today only 21 per cent travels that 
way while 30 per cent goes through 
specialty distributors and 49 per cent 
goes through other channels. During 
the same period, said Edwards, the 


get 
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full-functioning hardware distributor 
has managed to hold 62 per cent of 
his business. 

The distributor’s future lies in his 
ability to increase his selling, Edwards 
stated. The distributor must sell a 
larger percentage of the market he 
now serves, and he must sell himself 
into a broader market. A continued 
strong relationship between the elec- 
trical manufacturer and the supplies 
distributor will depend on concentra- 
tion of the manufacturer on the full 
functioning distributor instead of the 
broker operations. 

e New Products For New Sell 
“Many of the items the electrical dis- 
tributor will be selling in the very 
near future will be substantially dif- 
ferent from many of the items in his 
current line,” said Gar Morse, vice 
president, Sylvania Lighting Products 
Inc. as he covered “Your Catalog of 
the 60’s” for the western wholesalers 
and their guests. 

One “natural forward step” is elec- 
tronic products, he stated, and he felt 
that the natural channel for 
the distribution of such products is 
through the electrical distributor.” 
But while it is a natural, Morse cau- 
tioned, it does not follow that the 
electrical distributor can count on it 
falling in his lap. The distributor must 
approach the opportunity offered by 
electronics with foresight and 
preparatory action.” Particularly, said 
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Morse, the distributor must start now 
to create in his organization a nucleus 
of personnel specializing in the van- 
ous applications of electronics goods. 

Morse reported on a personal sur- 
vey he had made among leaders in 
the electrical industry. They reported 
that the electrical distributor’s catalog 
of the future would contain such 
items as: 1. Equipment and parts for 
use in thermo-electric appliances; 2. 
Automation in electric motor control 
through tape programming equip- 
ment; 3. Transistorized electronic tim- 
ing and control equipment; 4. Special- 
ized wiring devices designed for 
mobile home and boat living; 5. Parts 
for the 100,000 electronic computers 
expected in use by 1965. 
e Selling Can Succeed - 
pain of current criticism and future 
problems, former NAED president 
J. P. Hamblen, Houston, Texas. 
closed the “selling session” with a tes- 
timonial to successful electrical dis- 
tributors. Entitled “I Know a Distribu- 
tor Who... ”, Mr. Hamblen reported 
on what many distributors across the 
nation had done to bring their profits 
up to a reasonable figure. 

Not confining his talk to selling 
successes, Hamblen reported on the 
distributor who profited by limiting 
lines, on the one that solved his de- 
livery problems, on another who 
selected profitable customers and 
dropped the others, on one who tight- 
ened credit profitably. 

Operating for Better Profits 

Beginning with a talk by NAED 
President George W. Provost, Jr., who 
struck the second day keynote by 
pointing out that distributors are not 
making enough profit to provide for 
future growth, the convention studied 
the functioning of the second key— 
Operating. 

Important in this key is “Com- 
munications,” said speaker Dr. E. M. 
Gherman, president, Incandescent 
Supply Co., Los Angeles. Through his 
talk, with exercises involving the 
wholesaler audience, Dr. Gherman 
showed the necessity for establishing 
better communications within the dis- 
tributing organization to improve the 
operating efficiency. He concluded 
that employees cannot appraise, eval- 
uate and make conclusions without 
attentive listening and perceptive look- 
ing—qualities that require training. 

Pointing to the need for contented 
as well as ambitious employees as a 
requirement for efficient and _profit- 
able operation, speaker Kinsey M. 
Robinson, president, Washington Wa- 
ter Power Co., stated that in spite of 
high wages and fringe benefits, most 
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employees are not contented or am- 
bitious. He believes that two factors 
are involved. One is the neglect of 
management to specify job require- 
ments and to appeal for work reach- 
ing the maximum output for each job. 
[he other he feels, is management's 
disinterest in politics and resulting 
weakness in helping to sell the em- 
ployees and the public on the Ameri- 
can way Of life with its foundation 
in free enterprise. 

The operating session was con- 
cluded by Roy Jordan, advertising 
manager of the computer division of 
General Electric Co. who showed ap- 
plications of the latest electronic com- 
puting equipment and how these ma- 
chines are constructed. 


Management Must Grab Reins 


Nobody is going to go through the 
big door to big profits without the 
third and master key, that held in the 
hands of distributor owner-manage- 
ment, indicated NAED’s Executive 
Director Arthur Hooper in his talk 
opening the final day of the Santa 
Barbara meeting. 

To make his key work in unlocking 
profits, the distributor must put his 
effort on four basic principles of 
management, said Hooper: 1. He must 
apply creative thinking to the serious 
problems that he faces; 2. All avail- 
able tools useful to him in making 
management decisions must be uti- 
lized; 3. the distributor must learn to 
ask “why?”, to demand that the facts 
get on the table; 4. He must be con- 
sistent in his actions, having the cour- 
age to make a policy and to stick to it. 
e Growth Requires Management— 
Everyone in the electrical industry 
must rise to a new dimension in man 
agement to meet the challenge of the 
future, stated O. R. Doerr, vice presi- 
dent, sales, Pacific Gas & Electric 
Co. He pointed out thai the expan- 
sion of the national economy to $850 
billion in the next 15 years will strain 
management capabilities and require 
sharpening of management tools. 

A detailed study of management's 
tools for progress was added by 
speaker R. C. Harper, vice president 
Sylvania Electric Products Co. He em- 
phasized that management must set 
performance objectives for the com- 
pany, its executives and employees. 

Such objectives direct executive ef- 
fort into productive channels and they 
raise the performance sights of all 
company personnel, Harper pointed 
out. Management must, too, set poli- 
cies. While objectives and policies 
may seem to be somewhat the same, 
Harper explained, the best definition 





KEYNOTERS on selling were (I. to r.) 
Gar Morse, Sylvania; R. S. Edwards, Ed- 
wards Co., and former NAED president, 
J. P. Hamblen, Southern Elec. 


is the “policies are the roadmap to the 
objectives to be attained.” 

Then, with these accomplished, 
management must set up means of 
communication within the company. 
Employees must not guess at the ob- 
jectives or assume the policies—they 
must know.” 

e Management Finds Morals Profit- 
able—In as stirring an address as ever 
closed the business sessions of a dis- 
tributors’ convention, R. H. Jones, 
general manager, General Electric 
Supply Co. division, G. E. Co., ana- 
lyzed distributor management’s re- 
sponsibilities for business character. 

Distributors must show through 
evidence of moral character in their 
business lives that they are not “Para- 
sitic Middlemen,” said Jones. That 
misnomer has come because of cer- 
tain “follies” that stem from an oc- 
casional lapse of character, he pointed 
out. 


These follies occur when “... We 
accept or encourage practices that 
preclude our industry from  judi- 


ciously and effectively fulfilling its dis- 
tribution functions . . . ” He pointed 
specifically to “ seeking un- 
deserved p.ofits from suppliers or if 
we sell below costs or at unreasonably 
low prices...” to failing in support 
of loyal suppliers or vice versa to 
practicing “ .. . a lack of con- 
sistency and simplicity in pricing” 
that “ confuses the customer, 
the manufacturer, and even worse, 
our own employees to oper- 
ating as brokers instead of full-func- 
tioning distributors.” 

To correct :his misnomer, the dis- 
tributing industry must give 
renewed and continued evidence of 
sound character that will be respected 
by customers, suppliers, employees, 
owners, and the general public and 
its representatives in government,” 
Jones states. 
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KEYED to management's job in build 


ing for profits were speakers R. C. Harp 
er, Sylvania; R. H. Jones, GESCO, and 
O. R. Doerr, Pacific Gas & Electric. 


fo work in that direction, said 
Jones, distributors should: 1. Develop 
sound plans, lucid policies and just 
and communicate them to 
employees, customers and suppliers 
2. Produce fair profits through devel- 
oping values and 
more efficient services. 3. Apply the 
tenets of the NAED. 4. Think, take a 
stand and speak out as individuals on 
the key 
and political issues that arise. 5, En- 
courage employees to become active 
in building a better community and a 
This effort to 


standards 


greater customer 


business, social, economic 


better business climate 


improve the moral character of the 
industry is necessary, Jones con- 
cluded, because “our social system 
demands it, our industry today needs 
it, our preparations for tomorrow 


must be based on it.” 


Western Officers Elected 


Members of the Western Region of 
NAED elected K P. Rehwaldt, 
GESCO-Los Angeles, to serve as vice 
president tor the coming year. Elected 
to the Board of Governors of NAED 
were: E. C. Phillips, Coast Electric 
Co., San Diego; Earl Morton, 
WESCO-San Francisco; and John P. 
Lawton, Graybar, Seattle 

S. W Mesick. Los Angeles Whole- 
sale Electric Co., served as chairman 
of the general arrangements commit- 
tee for the region’s 5Ist annual meet- 
ing. The program under the di- 
rection of committee chairman K. P. 
Rehwaldt, GESCO div., Los Angeles, 
with R. M. Cooley, California Whole- 
Electric Co., Los Angeles as 
chairman of entertainment. Western 
region manager W. M. Jewell co- 
ordinated the meeting 

Plans for the 1960 convention were 
delayed pending arrangements. If pos- 
sible, the Western Region will 
vene in Las Vegas in October 
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industry—will find their profits dwin- 
dling. 

“Defend your distributing industry 
and defend your supporting manu- 
facturers by communication with 
your own people,” H. C. Moses, SJr., 
vice- resident, western division of 
The Thomas & Betts Co., told those 
present. “Tell your own people the 
facts of distribution. Teach them that 
they get paid for fulfilling and per- 
forming their functions and take cuts 
in pay when they bypass a single 
function.” 

In crediting and praising the distrib- 
utor for performing necessary ser- 
vices, Moses said that the electrical 
wholesaler does them for the man- 
ufacturer better than the manu- 
facturer could do them for himself. 

“He saves us money. He makes us 
money. We could do it, but we would 
have to do it expensively,” he con- 
tinued. 

“But, let’s face it practically. The 
distributor could serve better. In 

DELEGATES to the fifth annual meeting at Excelsior Springs, Mo., included Al _ selling, he spoils his position by seek- 

Cohen (second from right), Glasco Electric Co., Kansas City, Mo. States represented ing price and term concessions instead 

included Missouri, Kansas, Nebraska and Iowa of seeking to fulfill all his wholesaler 
functions profitably by selling the 

A LARGE attendance of distributors and manufacturers’ representatives assembled advantages of these functions. In the 

at the business sessions. Some 240 persons listened as speakers told of the importance credit risking business. he sometimes 

of the electrical distributor in a bright future. becomes so good that the banks could 
be complaining. 

“Yet, in spite of these failings 
which we have heard for years, it 
still pays to do business through the 
wholesaler, because the distributor's 
fundamental functions are built-in, 
and have been for centuries. This is 
why, from the facts of our 1959 
six-months earnings, we are 114% 
ahead of 1958.” 

e The Perfect Way—In predicting 
an all-electric utopia for the future, 
Frank Roby, executive vice-president 
of Federal Pacific Electric Co., 
stressed that industry communication 
is important in achieving this goal 

“As long as there is communication, 
something constructive will come up,” 

1 » F he said. “Sometimes, it is difficult 

It Pays To Do Business Is to maintain good communications, but 

as long as we keep trying, we will 

Pr ” get someplace. The wonderful electri- 

Theme of Mid-West Meeting cal life we know today is nothing 
compared with what it could be. 

“You people here are going to 
bring about Electropia, which will 

. ° ° ° ° a *n in our day. But you are going 
Speakers at Missouri River Club stress that while it may rm  aacetiead nec ee 9 a2 lahaanee, 
pay to do business with the electrical distributor, it is nec- we have to get the consumer thinking 


essary for all to cooperate for better profits about the wonderful life of all-electric 
living. It’s too easy to let him buy 


what he has been used to buying 

We have to sell him 
ETTER cooperation among the Club September 24-26 at Excelsior “We believe you, as distributors, 
various divisions of the electrical Springs, Mo. are the backbone of this market. You 
industry will bring about better profits All speakers who advised the adop- have to accept the responsibility of 
for everyone, 240 distributors and _ tion of this policy stressed that unless creating a market instead of going 
their guests were told at the fifth it is practiced, the electrical distributor along with the present market. You've 
annual meeting of the Missouri River as well as other phases of the got to gamble and go to work right 
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now to help create Electropia.” 

e Different Picture—John McDer- 
mott, president of the International 
Association of Electrical Leagues, 
told members that not all allies of 
the electrical industry agree with 
distributor policies. 

“I think you will agree that a little 
self-examination is good for the soul,” 
he added. “From my experience, | 
know that a lot of criticism is entirely 
unjustified. What this industry needs 
is the cooperation of all in making a 
better and more profitable business. 
Maybe your allies aren't lily-white, 
either, but have you done anything 
about it? I think that is the big ques 
tion. 

“It is time for leadership. Today’s 
jobber salesmen must know customer 
problems and must stress human 
relationships in addition to the techni- 
cal considerations to help upgrade 
the industry.” 

Electrical contractors need help 
from distributors just as much as 
distributors need help from contrac- 
tors, George Trinastich, president of 
the Kansas City chapter of NECA, 
stressed. Emphasizing that the average 
contractor is not a businessman and 
has no sense of public relations, 
“because he is a small operator,” 
Trinastich added that some of the 
people who make these criticisms are 
responsible for bringing about these 
conditions, and should realize the situ- 
ation they have helped cause. 

“All concerned in the electrical 

industry should work cooperatively 
through associations for good man- 
agement and to upgrade business and 
the industry,” he said. “We all need 
good, sound ideas and programs. We 
need to come out of this business 
with a profit,” he said. 
e New Officers—Members attending 
the three-day meeting were from 
Missouri, Kansas, lowa and Nebraska. 
The theme for the meeting was: 
“It pays to do business through 
electrical distributors.” 





FOR INDUSTRY: Drop Light Reels » Multi; 
Reels » Do-it-Yourself Reels # Electric and Cable f 


Replacing Allan T. Korsmeyer of 
Korsmeyer Co., Lincoln, Neb., as 
president was W. C. Adamek, Ameri- ance Reels # Static Discharge Reels » Job Light F 
can Electric Co., Wichita, Kas. W. R Display Lite Reels e Drop Cord Sets e FOR THE HOME 
Reid, White Electric Supply, Monroe Handy-Lite Reels # Multiple-Outlet Reels « 


City, Mo., is first vice-president; (¢ Sets # Shop Light Handle 
E. Butler, Jr., Butler Electric Co.., 


Inc., St. Louis, second vice-president; A higher profit, greater t 


Robert E. Brownlee, Missouri Valley guarantee and service. Immé { 4 
Electric Co., Kansas City, secretary, livery from nearby waret archa 
and Charles Rensenhouse, Rossner dising and advertising. A te 


Electric Co., Kansas City, treasurer 

Directors are Korsmeyer; W. B 
Whaley, Graybar Electric Co., Inc.., 
Kansas City; J. Robert Foley, Foley 
Electrical Supply Co., Kansas City, 
Kas.; Carroll Vail, United Electric 
Supply Co., St. Louis, and Phillip 
Shreve, Electrical Engineering & | 
Equipment Co., Des Moines, Ia 


Laboratories approved 


FIRST NAME IN A T CORD CONTROL REELS 
17th and Indiana ia 32, Pennsylvania 
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BUSINESS INDEX for August 1959* 
NATIONAL PICTURE: 
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INDEX % CHANGE 


July '59 Aug. ‘58 Aug. ‘57 Aug. ‘56 Aug. ‘55 1959 #m. 1958** 
162 147 159 172 158 10 
inventory 102 11 142 148 133 — 


REGIONAL PICTURE: we INVENTORY 


From From 1959 from From From 
July ‘59 1958** Aug. ‘58 July ‘59 





NEW ENGLAND 


MIDDLE ATLANTIC 


EAST NORTH CENTRAL 


WEST NORTH CENTRAL 


SOUTH ATLANTIC 
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1s, supplies distributors; Source: Bureau of Census. **8 months 1959 from 8 months 1958 
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Light-weight aluminum cuts the cost of ship- 
ping, storage, and handling. « the weight of 
steel. New flat bundle simplifies stacking 
and storing. 


DISTRIBUTORS: 


The shift to aluminum EMT is start- 
ing. Channel Master’s profitable 
franchise is noW available. Write or 
wire immediately for full details. 
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CHANNEL MASTER 
ALUMINUM 


CHANNEL MASTER con. 
yndertonters etaltis Jag 
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INSPECTED 


Nothing can take the place of 
feather-weight ALUMINUM 


Aluminum stays good-looking... mirror bright, mirror 
smooth...inside and out... won’t ever show its age. 
Channel Master aluminum EMT is extruded and 
drawn, not welded: has no seams or “beads”. 
Hard-drawn, highly polished, seamless raceway facil- 
itates fishing and wire-pulling. 

Can never rust. Unaffected by water, humidity, and 
industrial atmospheres. 

Standard inside and outside diameters. Uses standard 
EMT fittings. 

Speeds up the job. Cuts and bends up to 10°%, faster. 
Use on any standard bender. 


CHANNEL MASTER CORP. 


ELLENVILLE, NE 
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ELECTRICAL METALLIC TUBING 





Simplify your — 
INVENTORY 
CONTROL 


ry 
Met, 


Economy and service 


are two of the ma 


advantages gained by 
purchasing Arro fast- 
ening and drilling de- 
vices, as needed, from 
your local industrial 
supplier, wholesaie 
hardware or electrical 


supply house. 





ny 


THE SEWARROMS> LINE OF MASONRY 
ANCHORING AND DRILLING DEVICES 





A-C-E EXPANSION SHIELD 





O-E EXPANSION SHIELD 





HOLD-IT EXPANSION SHIELD 





DOUBLE EXPANSION SHIELD 





LAG SCREW EXPANSION SHIELD 


TWO WING TOGGLE BOLT 


TUMBLE TYPE 
TOGGLE BOLT 


ae 


SILVER KING 
SELF DRILLING SHIELD 
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MACHINE SCREW ANCHOR ? 
EXPANDER HAMMERLESS SETTING FOOL 
ie cha} ’ 
—a —_ 
ey ag 


MAL-LEAD BOLT ANCHOR 


~ 


STUD BOLT ANCHOR 





LEAD SCREW ANCHOR 


JUTE PLUG 





ARRO-CORE MASONRY DRILL 


Secs 
ARROFLUTE CARBIDE MASONRY DRILL 


— = 
—$< 
FOUR-FLUTE HAND STAR DRILL 


———— > 


FOUR-FLUTE DRILL POINT 


eS > 


TWIST DRILL POINT ’ 





RUBBERGRIP DRILL POINT HOLDER 


COcqeae<) 
LITTLE MAJOR TURNBUCKLE 
DISTRIBUTORS 


This Advertisement Appears 
in Leading Publications Di- 
rected to Your Customers 


ARRO EXPANSION BOLT COMPANY 


DEPARTMENT B, P. 0. BOX 388, MARION, OHIO 
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High Voltage ... 
Continued from page 13 


Even though tight money does not 
now pose any serious threat to the 
availability of consumer credit, it may 
exercise a bit more check on consum- 
er lending than it has in the recent 
past. 

Some check on rapid expansion of 
consumer credit would, of course, be 
a healthy development, since it would 
help keep the rise in total consumer 
credit and repayments in step with 
consumer income, and so increase the 
chances for stable and continuing 
prosperity. 

e Impact—According to some fed- 
eral experts the impact of tight money 
may be felt in the following two ways: 
(1) through elimination of some of 
the poorer credit risks; and (2) 
through a shortening of profit margins 
on the part of sellers. 

One encouraging sign is that federal 
credit experts see little if any further 
rise in interest rates. According to a 
report, experts at the Federal Reserve 
Board, which exert a major influence 
on the money supplies, think there 
may be actually some easing of pinch- 
ed money markets this fall. 

Washington observers believe that 
federal officials have gone about as 
far as they need now to tighten up 
money and still carry out anti-infla- 
tionary policies. Indications are there 
is a good chance that the board need 
merely maintain present policies next 
year, neither tightening money or 
lessening up. 





NWHA Head Blasts 
‘Pseudo-Wholesalers’ 
ATLANTIC CITY, N.J.—John S. 
Stiles, president of the National 
Wholesale Hardware Association, 
challenged what he termed “pseudo- 
wholesalers” and the manufacturers 
who sell to them at the 65th annual 


convention of the association last 
month. 
Stiles described ‘“pseudo-wholesal- 


ers” as parasites “who come closer 
to being brokers than wholesalers.” 
He charged that they operate without 
a sales organization, avoid the cost 
of warehousing by drop-shipping the 
major portion of their merchandise, 
and they extend credit only as long 
as it is to gilt-edged retailer accounts. 
“Having thus avoided the bulk of 
the costs of performing the true 
wholesale function by passing them 
on to others, these operators proceed 
to undersell us in the marketplace, 
and profess to have discovered a 
marvelous new method of drastically 
Continued on page 114 
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ree there’s one line that truly meets ALL your time switch requirements? 


JUST COMPARE! 


whether you stock one line or four — 


@ Can you give your customers 


Astronomic, Skip-A-Day, Seven Day, Intermittent New TORK case featuring in- 
: 5 stant removal of mechanism, 
Program, and Momentary Contact Timing? Sacatia Uoenohal et dia, apie 
opening jor casier access to 
@ Can you offer them aalt whee installed 


55 Amp capacity, 3 Pole Switching, Reserve Power in 
case of current failure, Service entrance-time switch 
combination models? 


@ Can you provide them with 


An economical low priced “leader” with an extra 
heavy-duty motor whose temperature range is —60° 
to +200°F? 

A profitable “‘step-up” line that features lug terminals 
taking up to No. 6 wire without bending? 

An enclosure that permits instant removal of entire 











mechanism without screws? 
Fact is, TORK now provides all these and many more... it’s the only line you'll ——— 
find both economically priced and widely specified by consulting engineers and Join the rapidly growing 
architects. It’ll pay you to stop wasteful duplication of lines . . . to standardize 


list of selective TORK 
Distributors NOW! See 
your TORK Represent- 
ative for full details or 


. | oe <K TIME CONTROLS, inc. write Dept. W2. 
MOUNT VERNON, NEW YORK 


on the line that enables you to render the kind of service you know your cus- 
tomers appreciate. 











NEW...Ratchet 


Knockout Punch Driver... 
GS times faster action 


GREENLEE NO. 1804 


RATCHET KNOCKOUT 


PUNCH DRIVER 


punches holes for 14" to 3” conduit 6 to 8 times faster than wrench method. 
Handy ratchet handle and special anti friction, fast-lead thread in the ball 


bearing assembly give fast approach and cutting action. One complete 
revolution of handle easily drives punch through 10-gauge metal. Light- 


weight. . 


. only 6'4 pounds. Use it with all standard GREENLEE Knockout 


Punches from '4” to 3” and Round Radio Chassis Punches '%g”" and larger. 
Packed in strong metal carrying case with compartment for storing 2” and 
smaller knockout punches. May be purchased with or without punch sets. 


See-your distributor or write for Bulletin E-289. 


Cut conduit holes quickly, easily 
with Greenlee Knockout Punches 


Complete range of knockout punches to 
make openings for all standard conduit 
sizes ',"-5". Fast, easy cutting through 
10-gauge metal. Every cut is quick and 
clean — slug falls free in die. Hand, ratchet, 
or hydraulic driver operated. Wide choice 


of sets. 
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OTHER GREENLEE TIMESAVING TOOLS FOR ELECTRICAL WORK... CONDUIT BENDERS, 
CABLE PULLERS, PIPE PUSHERS, BORING TOOLS 


GREENLEE TOOL cCoO. 


1844 Columbia Ave., Rockford, Illinois 


PI TIVT ENLEE 








“Pseudo-Wholesalers” . . . 
continued from page 112 

cutting the costs of distribution,” he 

said. 

Concerning the manufacturers, he 
stated, “we’ve every right to insist 
that our suppliers battle this distribu- 
tion problem with us shoulder to 
shoulder, if they expect us to continue 
to put our full effort into selling, 
warehousing, and financing their 
goods. We all know of manufactur- 
ers who urge the wholesalers to get 
in there and fight, but with the other 
hand are passing a club to our com- 
petitors with which these competitors 
can ruin us.” 

“This is exactly what occurs when 
the manufacturer allows the full 
wholesale discount to the pseudo- 
wholesalers,” Stiles declared. 

On advice to wholesalers, Stiles 
said, “the successful wholesaler of the 
future must constantly be seeking new 
lines. From among the tremendous 
number of new products which will 
be brought to market, he must care- 
fully select those which he can con- 
fidently offer to his retailers, knowing 
they are right for his trading area. 

“In all probability, a substantial 
portion of the items the wholesaler 
will be selling during the decade 
ahead are as yet undreamed of. The 
wholesaler who rejects new items 
without carefully weighing their merit, 
simply because they are new, or be- 
cause they do not presently fit the 
concept of what a dealer should mer- 
chandise, is being unfair both to him- 
self and to his dealers who he repre- 
sents in the market place. On the 
other hand, a wholesaler who indis- 
criminately accepts everything that 
comes along, will soon load his 
shelves and those of his retailers, with 
a lot of merchandise which will not 
turn readily and which will tie up 
needed capital. 

“More than ever before, the pe- 
riod ahead is going to require sound 
judgment, careful selection, and a 
keen sense of values,” Stiles con- 
cluded. 


Contractors To Hold 
Florida Exposition 


MIAMI BEACH—The National 
Electrical Contractors Association 
will hold a convention and exposi- 
tion at this resort city from November 
9-11. 

New lighting advances will be one 
of the features of the show. A new 
idea in fluorescent lamps, termed end- 
to-end light, plus dramatic improve- 
ments in light output in all major 
lines of fluorescent lamps are some 
of the developments which the West- 
inghouse lamp division will unveil 
before the electrical contractors. 
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NOW from HB enwganesn 
| Sky-Glo line 


of illuminated plastic ceilings 


SIMPLIFIED SUSPENSION FROM LIGHTING UNITS 
LOW SURFACE BRIGHTNESS 

LATEST DESIGN PLASTIC PANELS 

SHADOW FREE WALL TO WALL LIGHTING 











a 


Perforated ribbed Vinyl panels shown in ceiling 


Sky-Glo, the ultimate in modern ceiling illumination. Easily 
installed 2’ x 4’ panels fit any room, providing shadow-free 
wall to wall illumination. 

Ceiling grid of lightweight aluminum alloy, rigidly fastened 
with easy to use lock-tabs. Simplified spring steel leveling device 
quickly adjusts hanger length. A wide range of closures offers 
* complete flexibility of ceiling type. Priced by the square foot, 

e 
— 








complete with choice of Rapid-Start, Slimline, High Output or 
Power-Groove lamps. 

For fixture engineering at its finest, look to Benjamin. Your 
local Benjamin representative will be happy to help you. Con 
Simple T suspension hanger system tact him on any problem...large or small 


Semana 


L} 


ELECTRIC MFG. CO., Des Plaines, Illinois 


y Subsidiary of THOMAS INDUSTRIES iINC 





TAR LIGHT - ENCHANTE SAN MARIN 
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TAP THE 
PROVEN SOURCE 
OF 
STEADIER PROFITS! 


NEW VINYL 


CUBE TAPS 


The Original and still 
the Industry’s Standard 


Completely unbreakable Elec- 
trix Vinyl Cube Taps look better, 
they sell better. Cost you less. 
And behind those facts is an un- 
equalled quality story of service 
and satisfaction that builds repeat 
sales .. . makes Electrix the most 


outstanding line in its field. 


Why not sell the best. . . espe- 
cially when profits come bigger 


and easier. Sell Electrix Vinyl 


Cube Taps. 


APPROVED 


Choetnis 


Ashton « Rhode Island 





Mid-Island Show Draws 
L. I. Purchasing Agents 


words in a song from a Broad- 

way musical, which could be 
applied to the recent industrial main- 
tenance show held at Mid-Island Elec- 
trical Sales Corp., Mineola, N.Y., 
where many purchasing agents, man- 
ufacturers’ representatives, plant engi- 
neers and distributor salesmen got to 
know each other for the first time. 

The show, which was held on Sep- 

tember 23rd, drew more than 300 of 
Long Island’s top purchasing agents 
and a number of plant engineers. 
Manufacturers’ representatives had 
exhibits within the showroom and 
even though the floor space was liter- 
ally packed with people, most report- 
ed that they were able to talk to many 
PA’s whom they had never been able 
to meet before. 
e Goals—One of the main goals of 
the show was: to promote sales, but 
also to establish Mid-Island in the 
ininds of the purchasing people as a 
'eadquarters and co-ordination point 
in getting industrial plants what they 
need, where they need it and when 
they need it. 

Among the 41 manufacturers’ ex- 

hibits, many displayed new develop- 
nents and products. For example, one 
home intercom manufacturer set up 
a working model of a new hi-fi stereo 
intercom and music system, reported- 
ly the only one east of the Mississippi 
River. In many instances, the exhibits 
were manned by regional supervisory 
personnel, as well as regular territory 
salesmen for electrical manufacturers 
of everything from  locknuts_ to 
conduit. 
e Kickoff—The formal part of the 
show kicked off at 6 p.m. with a “get- 
acquainted” cocktail session. At 7 
p.m. the Mid-Island guests lined up 
at what normally is the sales counter 
but for the occassion had been trans- 
formed into a festive banquet buffet. 
Entertainment was provided by stroll- 
ing musicians. After the guests had 
exchanged views, the affair termi- 
nated at 11 p.m. 

According to Len Forrest, vice 
president and sales manager, many of 
Mid Island’s salesmen were writing 
up orders as a result of the contacts 
made at the show. “One of our main 
purposes in putting on the show,” 
according to Forrest, “was to help our 
salesmen get to know the buying in- 
fluence in these top industrial plants 
a lot better. Frankly, some of these 
people we find it very hard to see at 
all, since they are busy during the 
working day. The show, therefore, 
was our answer to this problem.” Will 
it be a regular event? “Could be,” 
Forrest concluded. 


MU Geersin to know you,” are 


SURROUNDED by lighting fixtures are 
Floyd McGlone, purchasing agent, Long 
Island State Park Commission, and Milt 
Chrisman, president, Mid-Island Electri- 
cal Sales Corp. 


DISCUSSING tool sales are, left to right, 
Edmund Boudreau, Mid-Island’s buyer, 
Robert De Lizza and Jules Portnoy, of 
Burndy Corp 


EXAMINING plastic lens light diffuser 
are, left to right, Len Forrest, Mid-Island 
Electrical Sales Corp.; George Hender- 
son, Roslyn Electric Co.; Richard God- 
nick and Gerold Portnoy of Lightolier 
Inc. 


GROUP of purchasing agents, building 
supervisors and engineers of various 
Long Island colleges and school systems 
were present at the Mid-Island show. 
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OILTIGHT LIMIT SWITCH 
Bulletin 802T with sealed heads 
ond bodies. Various operators 


PNEUMATIC TIMERS 
Bulletin 849. Reliable and accu- 
rate. For on-delay or off-delay. 





PRECISION LIMIT SWITCH 
Bulletin 802 oiltight. Responds 
to very small operator travel. 


ONTIGHT CONTROL UNITS 
Bulletin 800T. Choice of push 
buttons, lights, and switches 


OILTIGHT PRESSURE CONTROL 
Bulletin 836. For hydraulic sys- 
tems with pressures to 5000 psi. 


STANDARD DUTY PUSH BUTTONS 
Bulletin 800. Up to three units, 
also pilot lights and switches. 


ALLEN -BRADLEY 


Allen-Bradley Co., 106 W. Greenfield Ave., Milwaukee 4, Wis. 


ber of NEMA 
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In Canada: Allen-Bradley 





OILTIGHT CONTROL STATIONS 
Bulletin BOOT for up to 16 units 


in die cost aluminum enclosure 


FOOT SWITCH 
Bulletin 805. In rugged die cast 
housing for toughest service 


QUALITY 
MOTOR 
CONTROL 


Ltd., Galt, Ont 
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CHASE 
tapes 
stick 
around 


longer! 


Slick-sticking Chase Friction, 
Rubber, Plastic, Neoprene and Butyl 
Tapes hold fast even under toughest 
conditions. Modern Saran Wrap* 
packaging keeps every roll factory 


fresh . . . permits full stocking to 


meet your customers’ complete needs. 


Order a profit-making supply today. 
Chase & Sons Inc., 26 Spruce 


Street, North Quincy, Mass. 


*Trademark of The Dow Chemical Compony for 
its vinylidene chloride copolymer film 








| WHAT'S NEW_ WITH 








This article was digested from 
a recent issue of Electrical Con- 
struction and Maintenance, a 
McGraw-Hill publication. The 
purpose: to alert you to develop- 
ments and trends, reported in 
the operation of two of your big- 
gest customers—electrical con- 
tractors and plant electrical men. 











Plan Ahead For Industry’s 
Growth In The ‘60s 


HE electrical industry outlook is for 

unprecedented growth and expan- 
sion in the decade ahead. If the 
optimistic Outlook materializes which 
now seems not only possible but 
probable—the 1960's may well be- 
come known, and nationally recog- 
nized, as The Electrical Decade. 


Electrical Industry 

[he electrical industry as a whole 
is currently doing an annual volume 
of approximately $35 billion, or about 
7.3% of the total gross national 
product. This includes over $8 billion 
for the electronics industry, $13 
billion for all other electrical products 
manufacturing, $9.2 billion for electric 
energy sales, and $4.78 billion for 
electrical construction and moderniza- 
tion work 

Electrical work in new construction 
and modernization is continuing its 
steady climb. Total for 1959 is 
estimated at $4.78 billion, or about 
8.5% above last year. It is now 
expected that the increase in 1960 
will be about 8.8%, bringing the total 
up to $5.2 billion next year. 


Electric Power Industry 

[he United States is today pro- 
ducing about 40% of all the electricity 
generated in the world, and outranks 
its nearest competitor, Russia, by 
three-to-one. Also, U.S. per capita 
production of electricity is currently 
about 4,500 kwhr per year, or nearly 
four times Russia’s estimated 1,200 
kwhr per capita per year 

Existing generating capability of 
the electric utility industry in the U.S. 
is approximately 160 million-kw, 
and it is estimated that this capability 
will more than double during the next 
ten years. 

Why are the electric utility com- 
panies optimistic abuut future demands 
for electric power? The answer lies 
primarily in an analysis of the power 
needs of a growing economy. In the 
decade of 1948-58, electric energy 
sales rose 263%, or from 240.7 
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YOUR CUSTOMERS 


billion kwhr in 1948, to 567.9 billion 
kwhr in 1958. Electrical World (a 
McGraw-Hill publication) estimates 
total electric energy requirements will 
reach 1,458 billion kwhr (nearly 14% 
trillion kwhr) by 1970. This, inciden- 
tally compares with an earlier estimate 
of 1,298 billion kwhr for 1970 made 
by the Federal Power Commission in 
19357. 

The major market for electric power 
has, of course, been in industry. 


Lighting Industry 

The design, sale, installation and 
maintenance of electric lighting are 
becoming of increasing importance to 
the electrical industry as a _ whole. 
There are many reasons for their 
growing interest, but the principal one 
is the increasing impact of this fast 
growing industry on practically all 
other segments of the electrical 
industry. 

For instance, a new lighting system 
automatically involves many electrical 
products, made by a large number of 
manufacturers and embracing nearly 
every branch of the electrical industry. 

The sale of lighting equipment only, 
used for general lighting purposes. 
will this year total an_ estimated 
$575 million, at manufacturers’ selling 
prices. To this may be added another 
estimated $410 million, for light 
sources only (for new installations plus 
relamping of existing installations). 
Thus the lighting industry is already 
doing a volume of approximately a 
billion dollars annually in sales, not 
including residential portable lamps, 
searchlights, automotive, aircraft or 
railway coach lighting, Christmas tree 
lamps, photoflash lamps, and minia- 
ture lamps used in appliances and for A selective all-around line of Blue Chip wire products. Ex- 





other applications. pertly engineered and manufactured. Presented in modern 

Sales of lighting equipment only 
have more than doubled over the past 
ten years—up from $270 million in 
1950 to an estimated $575 million for 
this year, a nine-year period. If this 
growth rate continues, annual dollar acSELLerate his wire business by going CORNISH. 


put-ups. Backed by a national reputation for Quality 


and swiftly available from a warehouse close to YOU 


Any distributor or wholesaler who gives it a real TRY should 


volume by 1970 should reach an 
estimated $1.4 billion. 


Electronics Industry 
The electronics industry is, funda- 
mentally, a highly specialized branch 
of the electrical industry. However, 
because of its rapid expansion since 
about 1939, and because it is now 
both big and basic, it is considered 
one of the nation’s leading industries. 
Specifically, the electronics industry is 
the third largest segment of the total 
electrical industry. 
Industrial electronics currently rep- 
resents about 17.5% of the total Producers of Quality Wire Products for Home, Farm and Industry 
continued on page 120 
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Customers... 
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fe) | continued from page 119 

ry . electronics industry. However, its 


$1.57 billion volume in 1959 is more 
than four times its $376 million 
volume in 1950 

This year more than half of the 
industry’s total sales are to the federal 
government for military purposes. In 
the event of peace, or termination of 
the cold war, the logical electronics 
market to absorb the army of talent 
now engaged in military work, which 
would be released is the industrial 
commercial market. 





Electrical Decade 

Irremendous growth in the electrical 
industry seems almost assured in the 
decade ahead. First of all, a healthy 
and growing economv is_ forecast, 
which will provide a desirable business 
climate for the entire electrical in 
dustry. And secondly, the very growth 
which will contribute to the economic 
growth of the Sixties will also provide 
the growth factors needed to push 
electrical growth to new heights. 

Advancing electrical technology 
and expanding electrical utilization 
holds promise for high growth rate 
for industrial, commercial and resi- 
dential electrification work 
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( hich) Every Customer Requirement 
‘ from this COMPLETE LINE of 





U. S. Leadership In 
COMBINATION STARTERS jaa | Electric Power Noted 


NEW YORK—“On this date mark- 
ing the 80th anniversary of Thomas 
A. Edison’s development of the first 
practical incandescent electric light 
the United States enjoys a perpetual 
and increasingly valuable ‘birthday 
present’ from his achievement—world 
leadership in electric power,” Allen S 
King, president of the Edison Elec- 
tric Institute told members on Oc 
tober 21st. 

King stated that today the United 
States produces more power than the 
next seven countries combined and 
more than three times the generation 
of Russia, the second-ranking power 
producer. 

Although the Russians are vigor- 
ously developing electric power, the 
United States is actually increasing its 
lead, King emphasized. “In 1957, U.S. 
capacity was 146,221,000-kw—nearly 
98,000,000-kw greater than the re- 
ported total for Russia of 48,350,000- 
kw. At the end of 1958, U.S. power 
capacity was 160,219,000-kw — or 
some 107,000,000-kw more than the 
53,000,000-kw of Russian capacity 
During 1958, when America was 
adding some 14,000,000-kw of ca- 
pacity, Russia was increasing its 
capacity by 4,650,000-kw about 
one-third of the U.S. addition.” 


Sizes 0, 1, 2, and New Sizes 3 and 4 — NON- 
REVERSING, REVERSING and TWO-SPEED TYPES 


A full line, including our new sizes 3 and 4, that 
combines quality starters and enclosures to 
meet the performance and space requirements 
of your most demanding customers. Exclusive 
A-H “Right Angle’ Design Starters are com- 
pact and lightweight, featuring straight-thru 
front wiring, epoxy-resin encased coils, large, 
long-life contacts, easy maintenance and 
dependability proved in thousands of applica- 
tions. New enclosures (NEMA 4 for Weather- 
proof and NEMA 7 and 9 for Explosionproof 
Combination Starters) are cast aluminum... 
one-half the weight of old-style cast iron boxes. 
Other available enclosures: General Purpose 
(NEMA 1) and Industrial (NEMA 12 — oil- 
tight and dust resistant). 


= 


Write for new folder on A-H Combination Starters 
to: The Arrow-Hart & Hegeman Electric Company, 
Dept. EW, 103 Hawthorn St., Hartford 6, Conn. 


ARROW © HART 
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APPLIANCE SWITCHES 





Russian Premier Nikita Khrush- 
chev has announced a goal of 108.,- 
000,000-kw by 1965. “But by 1965,” 
according to King, “the United States 
should have 245,000,000-kw.” The 
U.S. lead will then have increased to 
137,000,000-kw,” he added 


Gain Of 9.9% Forecast For 
1959 Electric Energy Sales 
NEW YORK—Industry-wide sales 


of electric energy will reach almost 
626 billion kwhrs this year for a gain 
of 9.9% over the 569.2 billion kwhrs 
consumed in 1958, reports Electrical 
World, a McGraw-Hill publication 
By the end of 1960, energy sales 
will climb another 55 billion kwhrs 
or 8.8% to 681 billion kwhrs. In the 
decade ending next year, total energy 
sales will have chalked up a gain of 
142%. In the next ten-year period 
energy sales are expected to jump al 
most 118% to 1.5 trillion kwhrs in 
1970 By 1975, sales are expected to 
hit 2.1 trillion kwhrs for a gain of 
275% over 1958. 
Growth of the national economy 
through the next decade is expected 
to total about 50%, which would re- 
sult in a Gross National Product of 
approximately $750 billion in 1970 
If the electrical industry growth 
pattern keeps pace with the projected 
national economy growth, its annual 
volume in 1970 will total $55 billion 


Denver Distributor 
Increases Floor Space 


DENVER—Central Electric Sup- 
ply Co., is reportedly adding 15,000 
sq ft of floor space to the 40,000-sq ft 
presently available 

The additional space will allow for 
increased warehouse facilities and in 
creased dock facilities for freight cars 
and semi-trailers. The addition, which 
is expected to be completed by De 
cember 1, will be part of the present 
building at 500 Quivas St 


Dayton Distributor 
Moves To New Quarters 


DAY TON—The M. D. Larkin Co 
is scheduled to move this month to 
newer and larger quarters in this city, 
according to a report 

The firm will occupy 90,000-sq ft 
of floor space in a six-story building 
The company, which was founded in 
1906, will be situated at the northeast 
corner of Bacon and Bainbridge Sts 


Five Distributors 
Elected To NAED 

NEW YORK—tThe following dis 
tributors have been elected to mem- 
bership in the National Association 
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NEWannew- 


WALL PLATES 


NARROW, TRIM-LINE WALL PLATES 


WILL NOT RUST. Designed for use with 
H&H Specification Grade Interchangeable 
Wiring Devices, these slim, trim wall plates 
are ideal for use in movable metal parti 

or nercial applica 
tions. Available with 1 or 3 openings 


or blank 


STANDARD WALL PLATES 


Made of the same high quality 
Stainless Steel. Availabk ompiet 


First to bring vou the latest and finest, Arrow-Hart 
offers you TWO new products. Designed for profit 
building sales appeal, these new wall plate lines are 
made from high quality, high nickel stainless steel 
that will not rust and resists practically all organi 
chemicals. And these wall plates are being merchan 
dised to YOUR customers by publicity and adver 
tising in the publications they read most and by 
an effective direct mail campaign. Act now to take 
advantage of these opportunities for greater sales 
and profits. Write today for complete information 


Dept. EW, The Arrow-Hart & Hegeman E 
103 Hawthorn St., Hartford 6, Connecticut 


Have You Seen the New Arrow-Hart Combination Starters? 








+ ap |,.MPROVED 
1" I<) DESIGN 


~ ARROW-HART 
30 and 60 Amp., 240 V. AC 
Light-duty Safety Switches 


for commercial and industrial use. 


Ideal for the protection of light-duty electrical 
equipment such as refrigerating units in stores 
and supermarkets—and conveyor units in in- 
dustrial plants. Has many advanced design and 
construction features that will make it the first 
choice of your customers: 


* Visible Copper knife blades 
* Rugged Stationary contacts 


* Combines compactness with ample wiring 
room 


Ample knock-outs 
All moving parts clearly visible 
Spring-assisted release holds switch in 
“Off” position 

* Sturdy box construction 

* Rating on outside front cover of enclosure 


Both fusible and non-fusible types available. 
Write for details to The Arrow-Hart & Hege- 
man Electric Co., Dept. EW, 103 Hawthorn 
St., Hartford 6, Conn. 


ARROW HART 
Lua since 1890 


MOT R CONTR ce «+ Be LOSED 


APPLIANCE SWITCHE 


of Electrical Distributors: Somerville 
Electrical Supply Co., Somerville, 
N.J.; Elgee Electric Co., Columbus, 
Ohio; Rossner Electric Co., Inc.: 


| Kansas City, Mo.; Philips & Co., Co- 
| lumbia, Mo.; re-elected, American 
| Electric Supply Co 

| Toledo Distributor 

| Acquires New Branch 


TOLEDO—Gross Electric Co., Inc., 
of Toledo has purchased the F. A. 
George Co., formerly an appliance 
dealer, and will establish it as a new 
branch, according to a report. 

The new branch reportedly will 
be remodeled and will include a new 
lighting display showroom and home 
planning center for built-in electrical 
products. Also included will be a 
warehouse for distribution of electrical 
supplies, the report says. 


| NAED Appoints Chairmen 
| To Association Committees 


NEW YORK—Appointments of 
chairmen to certain committees of the 
National Association of Electrical 
Distributors has been announced by 
George W. Provost, Jr., president of 
the association. The newly appointed 


| chairmen are: 


B. G. Tonquest, Hawkins Electric 
Co., La Salle, ll.—re-appointed 
chairman of the Power Apparatus and 


| Outside Construction Materials Com- 


mittee; Joseph M. March, Seamans 
Supply Co., Inc., Manchester, N.H. 


| re-appointed chairman of the Wiring 


Devices, Fuses and Signalling Equip- 
ment Committee; James E. Jacob, 
Raybro Electric Supplies, Inc., Tampa 
Fla.—tre-appointed chairman of the 


| Electrical Raceways Committee; 
| Leonard H. Siegel, Standard Electric 
| Supply Co., Milwaukee, Wis.—ap- 
| pointed chairman of the Electric 


Housewares Committee; F. J. Powers, 
Westinghouse Electric Supply Co., 
Pittsburgh, Pa.—re-appointed chair- 


| man of the Education Committee; 
| Keith D. Jensen, Electric Wholesale 


Supply Co., Jackson, Mich.—re-ap- 
pointed chairman of the Warehousing 
Committee; and H. D. Roden, Roden 
Electrical Supply Co., Knoxville, 
Tenn.—re-appointed chairman of the 
Catalog Committee 


‘60 Home Boom Due 


NEW YORK—More than 14% of 
all new homes to be built in the 
United States next year will be Medal- 
lion Homes, a nationwide survey con- 
ducted by the Live Better Electrically 
project has revealed. 

Of the 300 electric utilities now 
sponsoring local Medallion Home pro- 
grams, 165 reported that 568,268 
new homes will be built in their serv- 
ice areas next year 








SHALLOW LINE TROFFERS 
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2’ x 4 Troffer with Holophane #6025 
Lens. The finest in plastic molded con- 
cave acrylic. 
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a ae 1’ x # Troffer with Exclusive L-120 / | a 
————— Prismatic Lens. Clear color stabilized poly- /, 
ake styrene low brightness lens. Maximum light a 
transmission plus effective brightness control. / ve) 
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2 x 2 Troffer with Owens Corning + 
Fiberglass Lens. New flat, fiberglass polar- 
izing light diffusing panel, reinforced with r 
fiberglass flake. —— Seo 


TO HERE 





The newest and finest engineered troffers available today. Labo- Swivel-bar suspension 
ratory tested and engineered to achieve the latest in modern eliminates overhead yokes, 
troffer lighting. Only 474" deep, these units allow reduced plenum reduces installation cost 


depths and permit greater structural freedom between floors. 

New Benjamin shallow-line troffers are the fastest installing 
troffers on the market. One piece housing in both 4’ and 8’ units 
gives maximum structural strength. Fused for control equipment 
protection. The most complete selection of closures in the light- 
ing industry. 

For fixture engineering at its finest, look to Benjamin. Your 
local Benjamin representative will be happy to help you. Contact 
him on any problem...large or small. 


| B- , ELECTRIC MFG. CO., Des Plaines, Illinois 


Simplified hinge mechanism 
-..-no screws to tighten 


Positive action tab-lock latch 


Housing fabricated and wired 
in one piece unit 


> . Subsidiary of THOMAS INDUSTRIES INC 


BENJAMIN MOE LIGHT STAR UGHT ENCHANTE SAN MARIN 
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MEASURE, CUT 


AND REWIND 
your own 


wire and cable 


FOOTAGE METER 


* New Advanced Design Measures 
Wire from ¥g” to 1%,” O.D. 


REWIND MACHINE 


* Hydraulic Jack permits safe, easy 
lifting of reel. 
Yo, %, 1, 1% & 5-h.p. drives. 


* Both Coiling & Reeling with only 
one rewinding machine, 


ALSO AVAILABLE: 
* Variable Speed 10-70 RPM 


* Collapsible Coiling Reel 
* Shaftless Rewind Machine 








Write to: 


COLUMBIA PRODUCTS, INC. 


WRIGHTSVILLE 3, PENNSYLVANIA 








SMILING above are members of the National Association of Electrical Distributors 
who completed the Wholesale Executive Management Course presented by the Grad 
uate School of Business at Stanford University, Palo Alto, Calif., last September 
Ihe course is sponsored by the National Association of Wholesalers. Pictured, seated 
left to right, are: Donald Rasmussen, Afton-Lemp Electric Co., Twin Falls, Idaho: 
Wallace W. Kenney, Graybar Electric Co., Inc., Van Nuys, Calif.; Samuel B 
Schurgin, Electrical Distributing Co., Phoenix, Ariz.; and Terence W. Thomas. 
Arizona Wholesale Supply Co., Phoenix, Arizona. Standing, left to right, are: Paul 
rl. Murray, Andrews Wholesale Electric, Van Nuys, Calif.; M. H. Grossmiller, 
Arizona Wholesale Supply Co., Phoenix, Ariz.; A. B. Goodwin, The Electric Corpo- 
ration of Oakland, Oakland, Calif.; Doral B. Eardley, Graybar Electric Co., Inc.. 
Salt Lake City, Utah; and Frank E. Johns, Jr., Empire Supply Co., Inc., Visalia, Cali! 





What Price Copper 1960-75? 


The following article is condensed ©@ Prospects — Prospective industrial 
from a recent issue of Engineering requirements of copper based on long- 
and Mining Journal, a McGraw-Hill — term trends in evidence since 1912 are 
publication. on the order of 

The world’s copper markets are 
presently under the stress and strain (Thousands 
of strikes and labor troubles. Here in _—— ° = ag 
the U.S. most major copper mines and 1958 1959 1975 
processing plants have been closed U.S. 1,285 1,450 2,000 
since August. Although many trade World 4,318 4,650 5,000 
authorities look for erratic price 
movements in sensitive sectors of 
world copper markets if labor trou- 
bles continue, the outlook is for more 
stable prices during the next 15 year 


An addition of approximately 70- 
million short tons to the world’s 
permanent reserve of copper is indi- 
cated with the use of “secondary 
copper”, which is unalloyed copper 
recovered from secondary materials. 
This is over and above recoverable 
copper contained in underground re- 
serves not yet mined 

This does not mean that all 70-mil- 
lion tons will be available at any one 
time for re-use. It merely indicates 
the magnitude of copper now in use 
from which secondary copper may be 
drawn as required. 


period. 

Despite much talk of inflation and 
rising costs of production, the statis- 
tical record of the past four years has 
offered no evidence which warrants 
expectation of any other average price 
than 30¢ per lb for the period 1960- 
1975. Known sources of supply seem 
adequate to meet both present de- 
mand and such demand as is likely to 
arise in the foreseeable future. At the 
30c average price level, producers 
generally will ae to aes good U.S. Absorbs Most 

c 


profit margins. The United States, comprising 7% 
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EASIER TO DO... 
and costs less too! 








: ” : 
7 Cross = . : 
INDENTER . Section a ‘ . 

FITTINGS and TOOLS * Red Throat > ‘Red Throat - RedTaroat : 

‘ J ? . BM-218 : BM-228 ; BM-23B 

Here is the combination that is unbeatable when Se oe eae n4 1” Gemenetion m4 5° Puan . 

it comes to easier E.M.T. installation at less cost. New ed , . 


lightweight plier size indenters make setting up thin wall POSSCHSSOSSAHSSOSSSESSCOSSSSESELOSOLOSECEN®S 

















conduit a breeze. B-M fittings are neater too! No unsightly . ; . 
nuts or projecting set screws. : : rs ° 
A few more of the plus features of B-M fittings . ag : ° 
are Concrete tight— Vibration resistant — Extra ‘ if | . - 
heavy bright zinc plate, salt spray and acid ; 1 : ; : 
drip tested for corrosion resistance : . ° 
Extra heavy positive bonding lock- : | . . 
nuts — Smooth rounded edges or . | j ; ° 
bushed throat type connectors BM-41 ; BM-42 . BM-43 ° 
that prevent insulation Ye" Coupling : 6” Coupling ° 1” Coupling ; 
damage — All steel Is) he A PPM AR 
construction with ; ° . 
extra heavy . : . 
gauge wall a . : 
thickness. 4 ; . . 
. : ; : ; 
7 . . 
. : BM-51 BM-21 ° BM-22 ° BM-23 : 
° - 42 Offset Connector Yo" Connector : %"” Connector ” 1” Connector - 
ee Ee ee Riana cada Bina ata at ow asd tn Wc aris ehie Ponta dh a: eed awed aheedh 6heneeeeEseeeun 





All B-M indenter type 
fittings for exceed the 
requirements of U. L 
file cord E 10863 and 
Federal Specifications 
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BM-No. 607 
BM-No. 600 BM-No. 1000 BM-No. 100 Yo" indenter GALVA * ILLINOIS 
Changeable Handvise for 2”, Cutter for 2", BM-No. 608 
Jaw Indenter %y" and 1" E.M.T V4," and 1” E.M.T. %," indenter . 
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Fire detection is big business! 
Cash in now with Kidde equipment! 
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For years, schools, public build- 
ings, businesses and homes have 
been waiting for an inexpensive, 
dependable fire detection system 
approved by U.L. and F.M. Now 
you can sell them this vital detec- 
tion system at a reasonable price. 
Whether you sell Kidde system 
components on an install-it-your- 
self basis, or do the actual wiring 
job, there are thousands of dollars 
in potential profits for you. 


pecotoesi i! 


And, selling Kidde, you can be 
sure that you’re selling quality. 
For more than 30 years, Kidde has 
been the leader in fire safety. It’s 
a name you and your customers 
can trust! 

Find out more about Kidde fire 
detection components — and how 
you can use them to cash in on 
these most profitable markets! 
For more information, write to 
Kidde today. 





1, Kidde alarm bells —6”, 8”, and 
10” diameter, U.L.-approved. 


2.Kidde Fyrindex detectors. 
Self-resetting, fast-acting, easy 
to install. Fixed-temperature 
units each protect up to 225 sq. 
ft. Rate-of-temperature-rise 
models protect to 900 sq. ft. Com- 
bination rate-of-rise, fixed tem- 


‘ €i da de Kidde Ultrasonic & Detection Alarms, Inc. 
1186 Brighton Road, Clifton, New Jersey 


perature units each protect 2500 
square feet. All U.L. and/or F.M. 
approved. 


9 
©. Break glass manual alarm. One 
or more stations. 


4, Control, rectifier, zone annun- 
ciator panels contained in one 
cabinet. Monitors up to ten zones. 
12 or 24 v., de. 


A Subsidiary of Walter Kidde & Company. Inc., Belleville 9, N.J 


of the world’s population, is absorbing 
over 40% of the world’s entire produc- 
tion of copper. There is thus pointed 
up the assurance of a continuing ex- 

ansion of world copper consump- 
tion as the other 93% of the world’s 
population raises its standards of liv- 
ing and becomes more “copper-mind- 
ed” than heretofore. 

There is no doubt as to Russia’s 

emergence as a formidably industrial- 
ized nation. China has announced 
long-term plans for development pat- 
terned along the lines of Russia’s 
five-year plans. 
e Predictions—Estimations of future 
copper probabilities are: that the 
world demand and supply of copper 
will be in approximate balance during 
the foreseeable future; that U.S. in- 
dustrial consumption will attain 2- 
million short tons by 1975, and the 
world as a whole 5-million short tons; 
and that these tonnages will be made 
available at an average world ‘price 
of 30¢ per Ib. 

There remains to be determined 
whether a price of 30¢ per Ib will be 
adequate to cover costs of production 
and at the same time to provide rea- 
sonable profits for investors in copper- 
producing enterprises. 

Apparently, however, it seems that 
an average price of 30¢ will be suffi- 
cient to cover all operating costs and 
at the same time provide a reasonable 
margin of profit for most copper 


producers. 





Business Report: 





Business Boom 
In ‘60 Due 
S EW goes to press, the steel strike 
is nearing a settlement after Presi- 
dent Eisenhower invoked the Taft- 
Hartley Act. What will the result on 
business be from the longest strike in 
our nation’s history? The strike has 
continued so long that making up its 
losses, according to the McGraw-Hill 
monthly report on _ business, will 
involve: 

e Surging business activity up to— 
and perhaps well beyond—the middle 
of next year. 

e Unless businessmen show an un- 
precedented degree of restraint—a 
hectic scramble of ordering for most 
durable goods, and very likely price 
increases wherever the scrambling 
gets eager enough. 


Boom—How Long? 

If we add to these prospects the 
likelihood of a strong—but hardly 
sustainable—bulge in sales of 1960 
automobiles and other consumer dur- 
ables, based on the rapid expansion 
of consumer credit, we have all the 
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} a Wholesalers who stock and sell Whitney 
rrr Blake DYNAPRENE Portable Cord find 
new markets open to them with other WB 


products purchased by industry, 


+ PTT TTITT TT tt | 
Sass 


institutions, municipalities and others. . . 


It’s worth investigating. 


DYNAPRENE Portable Cord provides 


premium service to your customers at a 


price that is competitive yet provides 
SSSR eeeeeee, \ a comfortable margin of profit. 


ee ee ee ee ee eae ae 


Write today for this 
complete catalog 


. . free of course. 


Well Built Wires Since 1899 


(WHITNEY BLAKE COMPANY 











NEW HAVEN 14, CONNECTIHIS 
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makings of a roaring business boom 
in 1960. 

However, this kind of boom—un- 
like the solid, steady improvement in 
business for most of 1959—is not the 
kind that lasts. Because it is based, in 
large part, on temporary factors—in 

: this case mainly the steel shortage— 

TIME SAVER FROM YOUR DISTRIBUTOR! it is bound to let down sooner or later. 
GET THIS DYNAMIC $ ¥ And the more excesses that take place 
during the upsurge, in the way ol 
over-ordering and price increases, the 
worse the letdown will be. So there is 
real danger that booming business in 
1960 will also involve the makings of 
ABRIDGED CATALOG a recession in 1961. 
cer enme me = In an effort to restrain a runaway 
section 1 , boom, the federal government is 
doing its best to keep a tight check on 
the supply of money and credit, and 
= particularly to restrain the expansion 
a via r of bank credit for business loans. 
d 9 € E ee | The Federal Reserve authorities have 
r\ ;-——_| me = kept bank reserves so tight that short- 
° term interest rates are at the highest 
log of \ @ sida] ig is ™ scopese | point in many years—even forcing the 
pr i each U.S. Treasury to pay 5% for relatively 
QNTRACTOR & | fete, | Jase) 2 8) short-term money in its latest financ- 
Be ge) 10 3 ing. The Treasury’s willingness to go 
along with this high cost of borrow- 
ing, despite the strain‘ that higher in- 
terest payments put on the federal 
budget, is an index of how seriously it 
views the dangers of an unrestrained 
boom in business. 

Such determined efforts on the part 
of the Federal Reserve and Treasury 
can undoubtedly help to slow down 
the upsurge. But as election time 1960 
approaches, some of the determina- 
tion may wane or some of the best 
efforts may be circumvented by ac- 
tions of an election-happy Congress. 

| In any event, it is considered unlikely 

| that “tight money” will slow down 

A HANDBOOK OF QUICK AND READY REFERENCE WITH OVER has fete ally —enecls toes halk 
600 WIRING DEVICES USED BY ELECTRICAL CONTRACTORS. it—before most of 1960 is over. 

Apparently, there is enough steam 

built up under business to keep it 

This Leviton ABridged Catalog (ABC) lists Leviton items most in booming well past the time next 

demand for power and lighting use in residential, commercial | spring when President Eisenhower 

° es journeys to Moscow to continue his 

and industrial wiring! | discussions of global problems with 

@ You'll find the description and rating for each item plus the List Price and standard packaging! Premier Khrushchev. — 

If arms reduction is the outcome 

@ You'll find all component and mating parts grouped together by rating, by type, by grade, for of the talks it is recommended that 

easy selection of the device that will best meet the specification! 


ata 





we need to start thinking now about 
@ You'll find a comprehensive numerical index that is complete, simple, neat, easy to use! ways of moderating the economic 
fluctuations that may result. 


you’ s—one of th valuable time-saving tools ever put together for the 
@ In short, you'll find this—one of the most valuab g p g i is seneeddlllk Thommen: dinek When 


Electrical Contractor. It was designed with you in mind, so that items are easy to find...easy to 
compare...easy as ABC to order...all in one step! the House Ways and Means Commit- 
tee begins hearings this month on 


PROFIT NOW BY CALLING YOUR LEVITON DISTRIBUTOR FOR YOUR COPY OF THE LEVITON ways to reform our tax system, it 


CONTRACTORS “ABC”. IT'S YOURS FOR THE ASKING! should include (and mark for early 


action) ways to make the tax system 
more flexible in the event of business 
0 t ~lecct 
SEE US AT BOOTHS 58 & 59 re asond recessions. 
NECA CONVENTION It can be concluded, therefore, 
FONTAINEBLEAU HOTEL that the best chance to prevent a seri- 
MIAMI! BEACH, FLORIDA ous business recession in 1961 is for 


LEVITON MANUFACTURING COMPANY * BROOKLYN 22, N. Y. businessmen themselves to act sensi- 
Chicago «t * Levit (Canada) Limited, Montreal bly In 1960. 
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HERE AT THE COUNTER 














ADVERTISING IN 


PAYS OFF FOR YOU! 











A MEGRAW-HILL PUBLICATION SETH YEAR 





WELL 
ADVERTISED 
PRODUCTS 
HELP YOU 
FIGHT PRICE 
PRESSURE 


ADS CREATE 
PREFERENCE 
FOR LINES 
you 


HANDLE 


ADVERTISING IN 


IN THIS MAGAZINE 


Your suppliers’ 
talk business 


best customers 


If cost were the sole consideration in buying an electrical product 
there would be little point in advertising. But the buyer must weigh 
other decisive factors: “How well will this product perform a 
specific job for me?...Is it rugged in design and construction? 
... What economies does it offer in installation — and perform- 
ance?... What engineering services are available?” When ad- 
vertising performs its function of establishing positive answers 
to such questions in the minds of the men you sell to, the price of 
a product becomes relatively far less important in shaping the 
buying decision. 


Given two products of comparable value and performance, which 
are we likely to choose? Here, a stronger familiarity with one 
product name, and the company making the product, can carry 
decisive weight. Through repeated, consistent advertising in 
ELECTRICAL CONSTRUCTION AND MAINTENANCE, your suppliers 
establish and reinforce a strong sense ol brand familiarity 
extending beyond specific product values. (For 23 years, ELEc- 
TRICAL CONSTRUCTION AND MAINTENANCE has conducted annual 
“brand preference” studies among its subscribers — men who buy 
from you, the electrical distributor. These studies demonstrate 
very clearly that brand preference grows as advertising is in- 
creased —and declines when the volume of advertising is cut back.) 
Your suppliers’ advertising very definitely helps create preference 
for the product lines you handle. 


BUILDS SALES 





=< 








advertisements 


with your 
and prospects! 


ADS MAKE 
iT EASIER 
FOR YOU 
TO SELL 


ADS HELP 
REDUCE 
YOUR 
SELLING 
COosTS 


By helping to educate the electrical man about the products and 
lines you handle, the advertisements in ELECTRICAL CONSTRUCTION 
AND MAINTENANCE make it easier for you to sell. The electrical 
contractor or plant electrical man must stay alert for new products 
and applications, for all product information that will help him 
operate more efficiently and economically. The advertisements it 
ELECTRICAL CONSTRUCTION AND MAINTENANCE are direct source 

of such information, and, logically, the ads get his close and seri 
ous attention. Those ads, in addition, exert direct selling influence 
on men the electrical distributor sometimes can’t see— men who 
write electrical specifications and select types and brands of prod 
ucts to be purchased. ... The mere fact that a product is strongly 
supported by advertising assures your customer it’s worth hi 

while to find out about it! 


In 1958, the average cost of a salesman making a personal sak 
contact was $22.33. (The cost of a contact made through a bus 
ness paper advertisement: 142 cents!) The basic job of product 
Ve 


education done by uur suppliers’ advertisements in ELECTRICAI 


CONSTRUCTION AND MAINTENANCE makes it possible for your 


salesmen to use their time most profitably. Advertising t 
substitute for personal salesmanship, but a tool to aid the sal 
man. It performs the chores of arousing interest, building 
ceptance and preference among your customers and pl 
Advertising allows your salesman to bear down on the more pr 
itable steps of negotiating and closing order And, betwee1 
the salesman’s calls, advertising works for you. In the brisk con 
} 


petition for your customer’s attention, your suppliers’ advert 


helps keep him sold on your products, lines and services 


AND PROFITS FOR THE ELECTRICAL DISTRIBUTOR! 








YOUR BEST 
CUSTOMERS 


AND PROSPECTS 


| 


, 


PAY TO READ... 


4 
+. 








More than 41,000 electrical men in all areas of 
the country subscribe to ELECTRICAL CONSTRUC- 
TION AND MAINTENANCE. They belong to three 
major groups —all buyers and specifiers of the 
electrical products you distribute: electrical con- 
tractors ... plant and commercial electrical men 

.. consulting electrical engineers. As you well 
know, the job interests of these three groups 
overlap: 

The electrical contractor is, primarily an in- 
staller of electrical systems. But he must also 
know electrical system design and maintenance. 

The plant electrical engineer maintains, but 
must also be skilled in design and installation. 

The consulting electrical engineer designs, but 
must be able to handle installation and mainte- 
nance problems. 

There is only one publication that serves the 


ELECTRICAL 
CONSTRUCTION 


integrated job interests of all three groups—only 
one attracts them as paid subscribers: ELECTRI- 
CAL CONSTRUCTION AND MAINTENANCE. 


How does it serve those electrical men? With 
advanced, authoritative technical information 
on all aspects of electrical work: design. . . in- 
stallation ... maintenance... facts they need to 
continue performing their jobs efficiently and 
economically. 


To those electrical men, the advertisements in 
ELECTRICAL CONSTRUCTION AND MAINTENANCE 
are an extremely valuable source of the product 
information needed to help them select and buy 
the equipment and supplies used in their work. 
Through such advertising your suppliers help 
you, the electrical distributor, create greater 
sales and profits! 


AND MAINTENANCE 


A McGraw-Hill Publication qD 


330 West 42nd Street, New York 36, N. Y. 

















THESE EIGHT BINS HOLD I'm making 1,000,000 


EXTRA PROFITS FOR YOU! advertising appearances 
this year to help you 


SELL THE COMPLETE 
“SCOTCH BRAND LINE! 


me, 
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Brier itidedteaas 


“SCOTCHCAST” Resin 


“SCOTCH” No. 27 Tape “SCOTCHFIL” Putty 


HERE’S WHY bigger profits and faster turnover are “built in”’ 
the 3M line: 








customer’s need—fast-selling ‘“‘Scorcn’’ BRAND 33 Electrical 


Only 3M gives you electrical splicing products that meet every € 
Tape, new “‘Scotcucast”’ Resins and Splicing Kits, plus high- 





FIL” Insulating Putty and “‘ScoTcHKoOTE”’ Coatings. 


profit ‘‘extras” like ‘““ScoTcHLOK”’ Spring Connectors, ‘“‘“ScoTcH- | ' 
And only 3M puts a full-time technical representative right in 





your territory—to help you with any insulating or engineering ONLY 8 STANDARD BINS will hol 
i Oi 


i all the 


problem—and write orders full time for you. “Scotcn”’ BRAND Splicing Materials used 
3M’s extra items and extra service mean extra profits for you! for any type of wire or cable made today! 
COTCH El ical Prod 
) ‘ te 
ectrical Froducts 
BRAND 


Miienesora [fining anno [/JanuracturinG comPANy 


- ++ WHERE RESEARCH IS THE KEY TO TOMORROW 
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NON -ELECTRIC 
DOOR CHIMES 


Easy 


to Install 


No Electricity 
No Wires 


profit when y 


peal because 
them . and 
so beautiful. 
door frames. 


UNIVERSA 


Melodious 
chime operates 


pressed. 
with name card 


There's extra sparkle and extra 


ou sell Auth-O-Tone 


non-electric Door Chimes for homes, 
trailers and apartments. Simple and 
inexpensive, they have great ap- 


anyone can install 
they look and sound 
Mount on doors and 


SUBURBAN 
Instead of knocking 

.. it chimes! Authen- 
tic colonial-style 
knocker sounds two 
chime notes when 
raised and lowered. 
Polished brass forg- 
ing. 


L 


two-note 


when 


push button is 
Faceplate 


holder 


is finished polished 


NEW YORKER 
Like the UNIVERSAL 
plus one-way mirror 
peephole which per- 
mits one to see who 
is calling without be- 
ing seen. Ideal for 
apartments. 





Order one o 
attractive op 


you stock. You 
the chime only 
for the display. 


prices. 





Dept. W-11 


34-20 45th Street, 


FREE pisptay 


f these 
erating 


displays for each model 


pay for 
not 


Write for literature and 
gale 
Auth 


AUTH ELECTRIC COMPANY, INC. 


Long Island City 1, N. Y 





tells story ... 











ADVERTISEMENT in 
N.Y. newspaper features a 


an Albany, 
photo 


‘The Boys’ Salute New York's ™ 
—Year of History Celebration— (a 


"s inquiry 
"1 don't use men, | use boys.” Most of the employees at that + ne 
years of age. Mr. Morris impressed “ his boys” i 
their 4 = s 


1959 





of Henzel-Powers, Inc., along with an 
institutional story on its growth. 





Distributor Joins Celebration 


Ad in local newspaper ties-in with historical occasion. 


HEN the Albany, N.Y. area re- 

cently commemorated Henry 

Hudson’s discovery of the Hud- 
son-Champlain region, in upper New 
York State, Henzel-Powers, Inc., an 
Albany electrical distributor, lost no 
time in making an effective tie-in by 
placing a full page advertisement in 
a local newspaper. 

In a special tabloid supplement, 
which was devoted to the historical 
occasion, the firm placed an ad which 
featured a photo of the company’s 
| building and an article which told an 

institutional story of its growth. 


e History and Growth—Here is how 
Henzel-Powers, Inc. told the story in 
its advertisement: 

“Years ago, when the present Hen- 
zel-Powers, Inc. was first established 
as a branch of The Electric Supply 
and Equipment Co. out of Hartford, 
Conn., Mr. J. Oliver Morris, General 

| Manager, replied to a competitor's 
inquiry with the remark, ‘I don’t use 
| men, I use Most of the em- 
ployees at that time were under 30 
age. Mr. Morris impressed 
with the 


boys.’ 


years of 


‘this boys’ early urgency of 
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learning their jobs in order that the 
top salesmen could become branch 
managers, and the best stock clerks 
could become salesmen. 

Two of Mr. Morris’ ‘boys’ are still 
around, Mr, G. W. Henzel, now presi- 
dent, and Mr. R. G. Powers, vice- 
president and treasurer, both joined 
the original concern on the same day, 
September 18, 1916. In 1930 they re- 
organized the company under its pres- 
ent name. 

Though the intervening years have 
hrought about many changes in the 
products sold in the electrical sup- 
plies field, the fundamentals of square 
dealing and prompt. service remain 
with us. We are justly proud of being 
consistently in the forefront with the 
latest developments of the electrical 
industry, serving the needs of con- 
tractors, dealers and industrial plants 
for 43 years. We, at Henzel-Powers, 
have enjoyed every minute of our own 
small contribution to the growth and 
well-being of the Hudson-Champlain 
area.” 

The attention-getting ad was cap- 
tioned: “The ‘Boys’ Salute New York’s 
Year of History Celebration.” 


1959 











Ingenious wire stripper on G-E outlet removes insulation fast. Mounting screw acts as handy strip gage. 


Look...a built-in wire stripper at no extra cost! 


To help you sell more General Electric specification 
grade wiring devices, several of them now come 
with a handy Automatic Wire Stripper* — built 
right into the mounting strap. See how easily it 
works... 

Your customer just pushes the stripper opening 
onto a wire until the wire is even with the end of 
the mounting screw. Then he pulls back on the 
device. A piece of spring steel behind the opening 


(Note: your customers will be reading a similar ad in Electrical Construction 


strips the insulation off to just the right length — 
fast and clean! 

You can offer this extra feature at no extra cost 
on GE5411, GE5413, GE5481 and GE5483 
Switches; and on GE4029 Double Outlets. 

Boost your sales by showing contractors General 
Electric wiring devices that are more convenient 


a-c 


and dependable. General Electric Company, Wiring 
Rhode Island. 


*Patent Pending 


Device Department, Providence 7, 


& Maintenance and Q talified Contractor.) 


Progress /s Our Most /mportant Product 


GENERAL ¢ 


ELECTRIC 








“<ATANte RH” 
plier... 


CHAN wey LOCK 


The “Want Books” 

... and ringing cash 
registers...of tool sup- 

pliers all over America 

give profitable proof of 

the growing sales of the 
Channellock No. 420. 
Hundreds of thousands 

of mechanics buy this plier 
every year. They like its tight 
grip in tight places... its all 
‘round usefulness. And you'll 
like the steady profits of 
America’s fastest selling plier. 
Stock it... catalog it... display 
it... and you'll sell it. Send for 
our new catalog. 


CHAMPION DeARMENT 
TOOL COMPANY 
MEADVILLE, PENNSYLVANIA 





— “ 


oe 2 | : 
Lgl 
It’s easier to stock 
ales the tebe [| it’s PROFIT-WISE to stock the 
genuine CHANNELLOCK line. 


Af 


AHLI Executive Urges 
Home Lighting Promotion 


The following article is condensed 
from an address by Ted Cox, managing 
director of the American Home Light- 
ing Institute. The address entitled, “A 
New Era Dawns In Lighting Sales,” 
was presented last month at a confer- 
ence of the Missouri Valley Electric 
Association. 


od Electric light bulb gave us 


our start as an industry, but we 

have neglected home lighting 
for more than a generation,” Cox told 
the conference members. He noted 
that now we face the results of this 
generation of neglect. 

According to Cox, “every survey 
indicates that consumers want more 
and better lighting. But we have used 
only a fraction of our famed Ameri- 
can salesmanship in the lighting field. 
The result is that more than 80% of 
our homes are shamefully underlight- 
ed by even the lowest standards. We 
are a nation living in the shadows, 
surrounded by poverty lighting in the 
midst of plenty.” 

e Bright Side—“Our failure to 
meet consumer needs through promo- 
tion and salesmanship has one bright 
side. It has left us with an enormous 
potential market—one of the lowest 
saturation markets in American busi- 
ness,” Cox stated. There is even a 
brighter side, he said. “We have faced 
these facts and these opportunities, 
and we have at last started powerful 
promotion of the home lighting mar- 
ket, as well as the commercial and 
industrial market,” the lighting execu- 
tive added. 

Along promotional lines, Cox men- 
tioned the Light for Living program 
of the Edison Electric Institute and 
the American Home Lighting Insti- 
tute’s “Light for Living Standards” 

Cox mentioned that his speech par- 
ticularly applied to the residential 
lighting field, but he stated that almost 
everything that is said of home light- 
ing can be said with equal force in the 
commercial and industrial fields. 


Profit Potentials 


According to Cox, the selling effort 
so badly needed in the lighting field is 
motivated by the profit incentive. He 
suggested a look at the profit poten- 
tial. A study conducted by a commit- 
tee of the Edison Electric Institute 
showed that home lighting “is a profit- 
able load now and may become in- 
creasingly more profitable as_ time 
goes on.” Cox quoted the finding of 
this study: 

e Home lighting is becoming in- 
creasingly off-peak load to the electric 
utility. Throughout the South, with 
few exceptions, it is already off peak 
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G-E RMS-3A unit controls twenty-five remote 120V, 240V or 277V circuits through relay circuits of easy-to-handle, lightweight wire. 


Low-cost motor-master control saves expensive 
switch loops in commercial lighting circuits 


Here’s the most practical unit you can offer, for 
master control of lobby, elevator, stairway, foyer, 
exit and emergency lighting: The new General 
Electric RMS-3A Motor-Master Control. 

It’s a motorized master switch, that turns 25 
remote circuits ON and OFF, quickly, from one or 
more locations. Building superintendents or other 
personnel just push one button that actuates the 
control, to turn all the circuits ON or OFF. 

Your customers save money installing the RMS- 


(Note: Your customers will be reading a similar ad in Electrical Construction & Maintenan 


3A, because it eliminates long, high-voltage switch 
loops between distant circuits and master-control 
locations. 24-volt G-E Remote-Control switching 
circuits and relays are used, instead so that con- 
nections to the control can be made with light- 
weight wire. 

Show Electric 


contractors the new General 


wiring devices that give you and them the 
edge over competition! General Electric Company, 
Department, Providence 7, R. I. 


Wiring Device 


e and Qua fied Contractor.) 
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This trend is moving northward. It is 
accepted in utility circles that im- 


proved load factors always tends to 
ALL increase net return. 
e Home lighting kilowatt hour use 
OVER has grown over the years, but not 
nearly as rapidly as improvements in 
the art of lighting have made possible. 
ra,44 In short, modern home lighting has 
not been sold to the consuming public. 
e If properly sold, lighting use per 
U. Ss. customer—now estimated at 700-kwh 
per year—could be doubled by 1965. 
This would mean substantial revenue 
+ NOW increases from off-peak loads. 
heating e Home lighting load is a stable 
load. It is generally considered to be 
many the last load affected by downturns in 
the business cycle 
types of e Home lighting can be promoted 
buildings | ’ successfully at reasonable expense. 
} : : : 3 ) : e Well organized home lighting 
P programs generate strong ally support 
iE Ranch Homes aly ; and improve trade-ally brs aay be- 
° Split Level Homes " he : : é cause of the additional business they 
Two-Story Homes 3 c , ; aw stimulate 
Apartment Buildings : ' . e Home lighting is a noncompeti- 
Room Additions ’ je <> tive service 
Offices ' ; : = : e Improved public relations is al- 
Institutions Bs: ways a concurrent benefit from home 
Motels e y ' lighting promotions. Experience with 
ore ‘ Light for Living programs has shown 
¥ that residential customers feel that 
Ranch House Room Additions @ . ee something tangible and worthwhile is 
. | | being done for them when the utility 
offers home lighting counselor service 
Their attitude toward the utility is 
improved accordingly 
e Since all residential customers 
are prospects for improved home 
lighting, such sales programs provide 
an excellent medium through which to 
make contact with the entire group. 
e There are no servicing problems 
connected with home lighting. The 
incandescent increment—by far the 
largest part—is 100% power factor 
load. The load is highly diversified 
“These conclusions indicate the 
rich future in lighting for the electric 
Hospital Dormitory utility or the combination company,” 
for Nurses Cox said. He recommended a look at 


. . . * 
fl H] distinetion (ender construction] | the potential business for manufac- 
| turers, distributors and contractors. 





APPLICATION 

ENGINEERING 

Radiant Wall and Baseboard Panels with “A Size : TEAS . dential lighting fixture manufacturing 
. . ( rs, 

for Every Room”. Available in 6 convenient sizes: clecietaa pra mg | business. No one can sell bulbs, wiring 

48x6, 30x9, 36x9, 36x14, 72x9, 36x18. Your tors and others in and kilowatt hours for lighting, unless 


A : - ey incorporating Sun- ; 
choice of: oak, mahogany-walnut, beige-tone, Tron Electric Heat there is a lighting fixture or portable 


earlized grey finishes. othe f 
vt fi — a parte lamp to turn these products and serv- 
. . . : : s . . . . 
® Distinctive Styling © Greater Efficiency = More an application engi- ices into the consumer benefits of 
Durable Construction * Most Convenient Utilization neering department. Leen heats fet fraada fro 
® Simplicity of Installation © Ultimate in Comfort. saan tale home beauty, safety, Ireedom irom 
Write for analysis booklet of operation tions, floor plans fatigue and eye strain 
and installation costs for a Sun-Tron and elevations for Total dollar volume of home light- 
electrically heated home in your own estimate and pro- . mi , . > 
area. With this as a guide, it is possible posal. ing fixtures was estimated at $64,000,- 


to estimate most typical homes 000 in 1954 by the U.S. Department 


“A good place to start is the resi- 


of Commerce. This figure rose to 
$80,000,000 in 1958—a 56% increase 


QUT 7435 W. WILSON AVE., v 
in four years. 


RA T 1 0 N CHICAGO 31, ILLINOIS NS According to Cox, it is estimated 
that a volume of $124,000,000 should 


be reached by 1962 
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Positive, red pilot light in push button of GE 5491-2. Switch shows up bright — day or night 


First push switch with built-in pilot light 
does the work of two devices! 


Your customers will want the new G-E Pilot Push- The neon pilot bulb operates for less than 1¢ 
Button Switch the minute they see it! There’s a a year and lasts up to 20 years. General Electric 
jeweled pilot light, built right into the button, that Pilot Push-Button Switches are available in single 
glows bright red when the switch is ON pole or 3-way; 15A, 120/277V AC. Listed by Under 

You offer a switch and pilot light in one device writers’ Laboratories, Inc. ; meet REA specifications. 
that fits standard toggle-switch plates and is easy Show contractors all the General Electric “new 
to wire. You get a new fast seller because this is the idea” wiring devices. They mean more sales and 
perfect switch for garage, porch, cellar or store- profits for you! Ask your G-E representative or 
room lights — the slickest idea yet for appliance write to General Electric Company, Wiring Device 
outlets that require pilot lights. Department, Providence 7, Rhode Island 


Note: Your customers will be reading a similar ad in Electrical Const t & Maintena und Q 
g 
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FOR 
nidiceth GYMNASIUM 


DEPENDABLE 


LIGHTING LIGHTING 


EQUIPMENT 


a, ALWAYS B 
» 7 


QUALITY 
PORCELAIN 
ENAMELED 
REFLECTORS 


> 


ALUMINUM 
REFLECTORS 


FOR MOUNTING 
IN SUSPENDED 


wiwhn CEILING 
SMILING members and guests, (above), representing all aspects of .the electrical 
FINES H industry, including distributors, manufacturers, contractors and dealers, are assembled 
-— c for the 23rd annual meeting of New Jersey Council of Electrical Leagues. Eight 
fF member leagues were represented at convention. 
MULTI ; amd 
QUALITY “si bah N J L C 
svey ge \ ew Jersey Leagues Convene 


THE YEARS 


cian FOR SURFACE "Let's Work Together" theme of 23rd annual convention. 


SATISFACTION MOUNTING 


wr EPRESENTATIVES of eight . Some Money—Here’s How.” Hoopet 
member leagues of the New’ was followed by James J. Cassidy, 
PREFERRED Jersey Council of Electrical associate editor, Electrical Merchan- 
SY ae | Leagues met in Atlantic City, N.J. dising Week, a McGraw-Hill publica- 
ENGINEER last month for the council’s 23rd tion, who spoke on the topic “It Can 
. annual convention which took place Be Done.” 
WHOLESALER on October 9-11. Guest speaker for the convention 
. P The three-day conclave was high- was the Hon. Donald V. Hock, 
CONTRACTOR lighted by guest speakers associated mayor, Allentown, Pa. 
‘ HIGH BAY ALZAK with the electrical industry. Opening The New Jersey Council of Elec- 
MAINTENANCE ALUMINUM FOR day was devoted to registration and_ trical Leagues is comprised of the 
~ INCANDESCENT the annual election of officers. The following member leagues: Electrical 
OR MERCURY LAMPS second day of the meeting was devoted League of Bergen County; Electrical 
to business, and the convention League of Burlington County; Central 
IN SWEET'S terminated with a breakfast on the Jersey Electrical League; Essex Elec- 
Wego | | gee [ final day of the event. trical League; Jersey Coast Electrical 
= | @ Togetherness—Manufacturers and League; Electrical League of Ocean 
distributors, who were united under County; South Jersey Electrical League 
the convention’s theme of “Let’s Work and the Electrical League of Passaic 
Together,” heard Arthur W. Hooper, County. Convention chairman was 
executive director, National Associa- Cliff Justesen, president, National 
tion of Electrical Distributors, address Electric Co., Passaic, N.J. and former 
them on the subject, “Let’s Make president of the council 


SEE OUR CATALOG 





OR WRITE FOR COPY 


FOR COMPLETE 
CATALOG 
ADDRESS 
REQUEST TO 
A WIRE GUARDS 
FOR ALL TYPES - 


NAED Appoints dustrial, commercial and outdoor 


: . lighting committee; John P. Wells, 
Committee Chairmen L. A. Woolley, Inc., Buffalo, N.Y., ap- 


NEW YORK Appointments of pointed chairman of the electric 
chairmen to certain committees of heating committee 
the National Association of Electrical 
Distributors has been announced by Exchange To Hold 
George W. Provost, Jr., president of 
Fall Conference 


-o . = h. . | the organization. The new chairmen 
ELECTRIC MFG. INC. are: ATLANTA—The annual fall con- 


are: 
4237W. LAKE ST CHICAGO 24 Malcolm Rosen, Grand Light & ference of the Southeastern Electric 
| Supply Co., New Haven, Conn., ap- Exchange to be held in New Orleans, 
pointed chairman of the NAED in- Nov. 16-18 
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In specification grade, intermeuiate giauc, Conmecuuve s 





Only General Electric gives you so many of the time 


savers and new ideas that vou and your customers 
have been looking for, in a complete line of more 
than 1500 dependable, competitively-priced wiring 
devices. 

Features include easy-to-wire, screwless Pres 
sure-Lock* 
devices 
wires or a loop, for quick carry-through wiring 


1 ar a 


(Note _ Y< ur customers u I] he eading 





terminals in many types of G-E wiring 
with extra-large holes that accept two 





> a COMmpiete tine Of up-to-date wiring 


New General Electric devices provide all the 
quality features that you appreciate 


and a release mechanisn ( ll 
G-E devices have long, ; plaster-cleanl 
mounting screws, held captive 
“through” straps that hold lignment hal 
heavy-duty aevices that leave more room for re 
eT) t | t 


Call your General Electric di 
today ... or write to Genera ( 
Wiring Device Department, P: ence 7, Rhode 
Island. 


( truct & Ma 
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DISTR-AGENT APPOINTMENTS 





Midland Electric Co., Cleveland and 
Englewood Electric Supply Co., Chi- 
cago have been appointed midwestern 
distributors for the Electric Motor 
Div., A. O. Smith Corp., Tipp City, 
Ohio. 


Cadillac Electric Supply Co., Detroit, 
Mich. has been named distributor for 
the Okonite Co., Passaic, N. J. Okon- 
ite is a subsidiary of the Kennecott 
Copper Corp., New York. 


Rawlinson Electric Supply Corp., and 
Texas Electric Supply Co., both of 
Dallas, Texas, have been appointed 
distributors of Tork Time Controls 
Inc., Mount Vernon, N.Y. 


Tinling & Powell Co., Inc., Spokane, 
Wash. has been named distributor for 
the Clark Controller Co., Cleveland, 
Ohio. 


Fullman Mfg. Co., Latrobe, Pa. has 
announced the following changes in 
sales representatives: V. E. Stephens 
is the new representative in Dallas, 
Texas; Arthur H. Swartz is the new 
representative in Houston, and the 
Harvey M. Olmstead Co., Denver, 
Colo., will represent the company in 
New Mexico 


Moe Light Div., Thomas Industries 
Inc., Louisville, Ky., has appointed 
Baxter Sharp, San Jose. Calif., as its 
representative in San Francisco 


Day-Brite Lighting Inc. has appointed 
Phil M. Gandy of H. C. King & Asso- 
ciates, Cincinnati, Ohio as a_ sales 
representative. Gandy will work in 
the Charleston, W. Va. sales area. 


New entrance unit measures up et oa aad 
to keep installation costs down Texas, manufacturers’ representative 


in the electrical supply field, has been 
named to represent the Conduit Div., 
From its shallow 334” depth, removable and adjustable studding brackets, Clayton Mark & Co.. of Evanston. 
and 35% lighter weight, all the way through 15 other outstanding features. Ill. Brewer will cover the El Paso 
everything in the new American 100-ampere service entrance unit adds up County area and New Mexico 
to easier, faster installation and more dependable service — whether con- 
struction is dry-wall or lath and plaster, mounting flush or surface. Robert M. Langmack Co., Los An- 
The other 15 reasons why this new American unit is your best service geles manufacturers’ representative, 
entrance buy? They include a neutral bar with pressure-type connectors for has been appointed to handle expan- 


straight-in wiring, horsepower rated branch pullouts, tang-type plated lugs, sion to the West Coast of the alumi- 
num lighting standards department of 


Read Standard Div., Capitol Prod- 
ucts Corp., York, Pa 


more than adequate knockouts and wiring space, snap-on trim, interchange 
able surface or flush mounting covers, non-interchangeable pullouts, and 
But why not get the complete story and see for yourself the sales 
advantage of handling this fine new line by writing direct today SI 
Virden Lighting Div., John C. Vir- 

den Co., Cleveland, has appointed 


American Ray E. Wendling as sales agent for 


x 
the company’s products in Arizona. 


\ = 
| ELECTRIC SWITCH DIVISION 


: v . . . 

Korak-Crossey Co., Chicago has been 

CLAR K CONTROLLER GhY appointed as sales representative for 
Everything Under Control * 1146 Eost 152nd Street * Cleveland 10, Ohio the Adalet Mfg. Co., Cleveland, Ohio 


ELECTRICAL WHOLESALING—November, 1959 








The Importance of 
in Portable Cable Design 


A portable cable is constantly 
under attack from many different 
directions. It is dragged over rough 
floor surfaces and rocky terrain, 
crushed under the wheels of trucks 
and carts, continually bent, flexed 
and stretched. In addition, it is very 
often subjected to attack by water, 


solvents, oil and ozone. 


To give long, dependable service, 
portable cables must be able to with- 
stand rough treatment, and must 
have built-in protection against all 
deteriorating factors. Moreover, they 
must possess other desirable quali- 


ties such as lightness and flexibility. 


these 


The 


cables is to add the necessary ingre- 


science in designing 
dients in the jacket to provide maxi- 


mum protection along with the 
maximum of other desirable features. 
This is where Balanced Compounding 
comes in. It is very easy to provide 
protection against one or two of the 
deteriorating factors, simply by load- 
ing the compound with an ingredient 
which is impervious or highly resist- 
ant to these factors. Unfortunately, 
however, the ingredients which pro- 
vide resistance to abrasion or crush- 
ing may be highly susceptible to 


and 


attack by oil or water; vice 
versa. 
The cable designer’s problem, 


then, is to attain a balance in his 


compounding formula which will 


provide maximum protection against 
one deteriorating factor without re- 
against others 


ducing protection 


below the danger point. 
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To the buyer of cables, this means 
that quantity of any one ingredient 
unless it is 


is unimportant, con- 


sidered in relation to the over-all 
ability of the cable jacket to resist 
all of the abuses to which it is sub- 
jected. 

For 


these abuses, the best assurance you 


balanced resistance to all 
can get lies in the quality of the re- 
search and development facilities of 
the manufacturer, and the product’s 
record of performance 


This is one reason why in those 








industries where portable c: 


continually used or purchased 


components of a manufactured prod 


uct Simplex Tirex Cables are re 


garded as the standard 


Proof ot the worth ot Tirex 


Balanced Compounding, which give 


balanced resistance to all the deteri 


orating factors of normal uss 


can 


be found in the fact that Tirex 


cables have been successfully pet 


forming under the most rugged op 
erating conditions for periods rang 


ing up to twenty years 


WIRE & CABLE COMPANY 


Cambridge ind 


New Hampshire 


Massachusetts 
Newington 


143 











THE NEW 


K"” 
GUARANTEED TO BOOST SALES AND PROFITS 


Eagle receptacles at NO EXTRA COST in this new colorful 
EAGLE SHO-PAK® will boost sales and profits. 
Now merchandised in this new SHO-PAK® affording more 
visibility compactness, and especially attractive for effective 
display. 
Speeds selling. Eliminates fumbling on the job, or on the 
counter. 
An up-to-the-minute merchandiser 

THAT COSTS NO MORE 
By the originators of the Eagle OK Plug Fuse in SHO-PAK.® 


SPECIFY EACLE 
ACCEPT NO SUBSTITUTES 


SOLD THRU WHOLESALERS 


If you have not received the new Eagle 80 page catalog ask your Representative or write direct. 


EAGLE ELECTRIC MFG. CO., INC. 


LONG ISLAND CITY NEW YORK 
“PERFECTION IS NOT AN ACCIDENT" 





Okonite Co., Div. Kennecott Cop- 
per Corp., Passaic, N.J., has made 
three new appointments within its 
marketing division. C. D. Ham, for- 
merly factory sales manager, has 
been made manager-plants, programs, 
new and special products. Herbert N. 
Bush, formerly assistant to vice presi- 
dent-marketing, has been appointed 
factory sales manager. Ray J. Wynne 
has been named manager-tape depart- 
ment. 


PEOPLE IN THE NEWS 





James H. Goss has been appointed 
vice president and group executive for 
the newly established International 
General Electric Co., Div. of the 
General Electric Co. Other appoint- 
ments announced are: Fred J. Borch, 
vice president and group executive 
for the Consumer Products Group. 
formerly held by Goss; Charles K. 
Rieger, vice-president-marketing serv 
ices, succeeding Borch; William P. 
Von Behren, general manager of tthe 
Major Appliance Div., succeeding 
Rieger. Von Behren was formerly 
general manager of the Radio Re- 
ceiver Dept 


John N. Hutson has been appointed 
district manager of the newly estab- 
lished district sales office of the Fed- 
eral Pacific Electric Co., in Birming- 
ham, Ala 





WALTER R. McNULTY of Wehle Elec 
tric Supply Co., Inc., Binghamton, N.Y 
was a participant in the engineering dis 
cussion at the 35th annual meeting of the 
eastern section of the International Asso 
ciation of Electrical Inspectors at Spring 
Lake, N.J. in September 





Charles R. Matthews has joined the 
staff of Standard Electric Supply Co., 
Oakland, Calif. Matthews will be 
working with Watt Edwards, owner 
and general manager of the firm. 


John Sankewich has been named 
sales manager of the western divi- 
sion of Lighting Dynamics, a Cali- 
fornia subsidiary of John C. Virden, 
Co., Cleveland. Dave Parker has been 
appointed regional manager 
northern sales operations 


sales 


rc 
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ARALOY . 


FIRST PVG RIGID CONDUIT 
INSPECTED AND PASSED BY 


~ UNDERWRITERS LABORATORIES! 








Only KRALoy, yes only KRALOY, among all plastic 
conduits, now carries U-L listing — another first for KRALOY! 
High impact KRALOY PVC ( Polyvinyl Chloride) RiGID CONDUIT... 
the lifetime conduit...the perfect conduit... won't rust, won't pit, won't 
corrode, won't support combustion, is non-magnetic and non-sparking. KRALOY 
needs no paint, no coating, needs no lining, and its mirror-smooth inside wall 
makes fishing easier than with any other type of conduit. Add these outstanding 
features to KRALOY’s extreme light weight (see chart below) and you have the 
ideal conduit... ideal for direct burial and slab work. Installation costs can be KRALOY PVC CONDUIT is 
cut drastically with light weight KRALOY PVC RiGip CONDUIT. Consider the sold only through wholesale 
dollars to be saved in handling and installing U-L listed KRALOY CONDUIT electrical supply houses. 
Cat. No. KE-1058 versus steel, versus even aluminum conduit: 


NOTE WEIGHT COMPARISON — KRALOY PVC vs. ALUMINUM vs. STEEL CONDUIT 


U.L. required minimum weight per 100 ft. including couplings, Ibs. K.s 
9-29 





















































| Trade Size uw" | 34° 1” 4” | 14%") 2 21," 3" 3," | a” | 5 | a 
wake —_ 4 . 

KRALOY PVC 15.0 20.0 29.0 Al 47 € ) 10] 13] 159 | | 
ve = at 
ALUMINUM 27.4 36.4 53.0 69.6 86.2 | 115.7 182.5 238.9 287.7 I 340.0 | 465.4 | 612.9 1 
pi sd 5 j ea S 
STEEL 79.0 | 105.0 153.0 201.0 249.0 | 334.0 527.0 690.0 831.0 | 982.0 1334.0 | 1771.0 
! ~ eT : “| 
For complete information on KRALOY PVC CONDUIT ro Kraloy Plastic Pipe Co., Inc., Dept. EW-11 ' 
. . . . . . re 4720 East Washington Blvd., Los Angeles 22, Calif. | 
and installation directions, mail the coupon or write to eneeaeee wad (eat . sesetales eee es 
Kraloy Plastic Pipe Co., Inc., 4720 East Washing- Gentlemen: Please send me your new Brochure on | 
Bivd.. Dept. Ew Los A les 22. Calif 2 KRALOY PVC CONDUIT which gives complete informa 
ton vd., Vept. EW-11 os Angeles 22, Calit. tion and installation directions j 
| 
| ! 
Nome | 
| 
! 
NO CONDUIT REPLACES Address ! 
City Zone Stote 
ae ee : : = 
145 
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NEW...FROM HEINEMANN 


200 AMP SERVICE ENTRANCE EQUIPMENT 


- ++ small box 
-.- big breaker 


Customers looking for more electrical power will find a 
lot to like in this unit. Capacity is a full 200 amperes. 
“Full” because the Heinemann hydraulic-magnetic breaker 
makes de-rating as obsolete as yesterday’s weather forecast. 
You can put this equipment next to heat lines, or let it sizzle 
in the summer sun. It always carries full rated current, 
always trips as specified. No thermal elements . . . no 
temperature-caused nuisance tripping. 

Installation? Painless. There’s enough space inside for two 
hands and wire. Solderless screw-type connectors save time 
and trouble. Knockouts are plentiful, placed so conduit can 
be run-in from any angle. 

Cost? A little less than you are used to paying for equip- 
ment that supplies equal capacity after de-rating. 

The size is another pleasant surprise . . . slightly smaller 
than fused pull-outs of the same rating. The equipment is 
rated at 120/240V AC, two- or three-wire service, and is 
available in indoor or raintight, tamperproof outdoor enclos- 
ures of heavy-gauge steel. 


MORE QUESTIONS? SEND FOR BULLETIN 1003 


John E. Gornet has been appointed 
manager, Custom Design Dept., Day- 
Brite Lighting, Inc., St. Louis, Mo. 
Gornet, with the firm 23 years, was 
formerly manager of new products. 


R. L. Lock, senior vice president 
in charge of engineering and research 
at Anderson Electric Corp., Birming- 
ham, Ala., has been elected to the 
Southeastern District Council of the 
American Society for Testing Mate- 
rials. 


Richard L. Haligas has been ap- 
pointed Midwestern district manager 
of Carol Cable Co., Pawtucket, R.I. 


Leon C. Guest, controller, Sylvania 
Electric Products, Inc., New York, 
has been renamed vice president of 
Controllers Institute Research Foun- 
dation, Inc. (formerly Controllership 
Foundation, Inc.). 


Victor M. Macha has been ap- 
pointed manager, American Electric 
Switch Div., Clark Controller Co., 
Minerva, Ohio. Macha was formerly 
director of education and training for 
the parent firm. 


Alfred Cutler, formerly European 
manager, Hewitt-Robins, Inc., Stam- 
ford, Conn., has been appointed man- 
ager of international operations, H. K. 
Porter Co., Inc., Pittsburgh, Pa. 


Three sales appointments have been 
made at National Electric Div., H. K. 
Porter Co., Inc., Pittsburgh. New 
sales executives are George F, Placier, 
Jr., assistant sales manager; Raymond 
Huckestein, product manager-under- 
floor raceways; and Walter H, Heer, 
Jr., product manager-busways. 


Walter P. Cartun has been ap- 
pointed general manager, Miniature 
Lamp Dept., General Electric Co., 
Cleveland. Cartun succeeds Kenneth 
G. Reider who is retiring after 42 
years with GE. Richard W. Morefield 
has been appointed Houston district 
manager of GE’s Assemblies and 
Component Sales. 


Louis E. Diamond has been ap- 
pointed merchandise salesman, Jack- 
sonville branch, Raybro Electric Sup- 
plies, Inc., Tampa, Florida. 


A. Dwight Lynch has been ap- 
pointed national sales manager, spe- 
cialty products, Westinghouse Electric 
Supply Co., Pittsburgh. He was for- 
merly manager, portable appliance 
sales for southeastern region of 
WESCO, a position which will now 


ELECTRIC COMPANY 


152 Plum Street, Trenton, N. J. 


be held by R. J. Frick. W. Edward 
Hurford has been appointed Arizona 
manager of WESCO, _ succeeding 
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For Depend 
Beyond a IJ 
Always Sp 


“A quality building for quality tenant 
demands quality wiring devices. That’s why the™ 
beautiful new Canada House at 680 Fifth Avenue 
in New York uses P&S 20ACI-I AC switches. 
A good reason, too, why P&S 5252-I and P&S 7310's 


are also used. 


P&S 20AC1 heavy duty 
AC switches are designed with 
extra-heavy silver alloy con- 
tacts mounted vertically at the 
nodal point (point of least 
vibration) to avoid excessive 


vibration and eliminate arcing 





and poor contact. P&S super 
AC switches can be used at 
full rated capacity for tungsten 
filament lamp loads and fluo- 


rescent installations. 


*Slogan for the new Canada 
House ft i 
20AC 1 Ivory . 

€ & 
For information on these and 5252-1 ptt 7310 
other P&S wiring devices write Vt 
Dept. EW 1159. = ve! 

>) 


PASS & SEYMOUR, INC. 


SYRACUSE 9, NEW YORK 





60 E. 42nd St., New York 17, N.Y. 1440 N. Pulaski Rd., Chicago 51, Ill. In Canada; Renfrew Electric Co., Ltd., Toronto, Ontario 
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William B. Harper who has been 
named sales manager of inside ap- 
paratus and supplies 


E. R. Liberg has been appointed 
manager of the Garden City, L.L, 
N.Y. branch of the Graybar Electric 
Co. Liberg was formerly manager of 
lighting sales. 


C. R. Elder has been named man- 
ager of appliance sales at New Orleans 
for Graybar Electric Co. He joined the 
firm in 1946 at Houston. In 1950 he 
was made country salesman, and in 


: 1 ’ the same year he transferred to the 
| ; ; Beaumont, Tex., branch in that ca- 








pacity, the position he held until his 
current promotion and transfer. 


Robert H. Hirte has been appointed 
general sales manager of All-Brite 
Light Div., Curtis-AllBrite Light- 
ing, Inc., South San Francisco, Calif. 
He was former district manager of 
the All-Brite branch, Los Angeles, 


Charles R. Clapp has been ap- 
pointed to the sales staff of Edwards 
Co., Inc., Norwalk, Conn. Prior to 


joining Edwards, Clapp was with 
Westinghouse Electric Supply Co., 


Electrical Wa Conduit “~ 


MANUFACTURERS EXPANSIONS 


cuts installation and maintenance costs! Shsidinaiei—tedecsh Bicie tase 


tric Co. has opened a district sales 
office in Birmingham, according 
to a report. The office, headed by 
John Hutson, will service Alabama 
and northwestern Florida. 





Reynolds Aluminum Electrical Rigid Conduit offers five im- 
portant benefits: 1. LIGHTWEIGHT. Aluminum conduit weighs 
approximately two-thirds less than steel conduit.. Installa- 
tion is faster, easier. 2. CORROSION-RESISTANT. Alumi- Memphis, Tenn. The Light and 
num cannot rust—ever—and is corrosion resistant to water, Power Uulities Corp. of Memphis will 
weather and most industrial atmospheres. There are no Chine phnere ty a oe “ 
periodic protective maintenance problems, no rust on walls Murray Reiter, president of the firm. 
or surrounding fixtures. No rusting threads. 3. NON- The company manufactures com- 
MAGNETIC. With aluminum conduit, voltage drop is re- mercial and industrial fluorescent and 
duced. Longer conduit runs or smaller conductors are pos- incandescent lighting fixtures. 

sible. 4. EASY-WORKING. Aluminum conduit bends and South Plainfield, N.J.—Cornell-Du- 
forms quickly and accurately to meet and by-pass obstacles bilier Electric Corp. will convert to 
found ih many installations. 5. NON-SPARKING. Aluminum a modern research and development 
will not spark from accidental contact with hard objects. laboratory its 100,000-sq ft plant at 
Perfect for use in inflammable areas and atmospheres. Norwood, Mass 

Chicago—Smithcraft Lighting, Chel- 
sea, Mass. has announced the open- 
ing of a new assembly plant in 


The Finest Products For more information Chicago, to serve the midwestern 
and names of Reynolds Aluminum states. A display room for fluorescent 


Made with Aluminum 
; Electrical Rigid Conduit typ - lighting equipment will also be in the 
your nearby Reynolds Sales Office or one - ~ 
ae made with write Reyno/ds Meta/s Company, Box as 


REYNOLDS & ALUMINUM Pe New York Allen-Stevens Conduit 
Also write for descriptive brochure Fittings Corp. has announced the 
construction of a 20,000-sq ft addi- 
tion to its present plant in Woodside, 
Watch Reynolds TV shows —“ALL-STAR GOLF” and “ADVENTURES IN PARADISE” — ABC-TV New York City 
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Angel Falls in Venezuela is the highest in 
the world, drops 3,212 feet. Surrounded 0) N LY ONE 
by tangled, steaming jungle, it remained 


undiscovered until 1935 when James 
Angel, an American aviator hunting for 
gold, sighted the falls from his plane 
it is 12 times higher than Niagara Falls. 


BRO 





WESTERN INSULATED WIRE COMPANY 


Los Angeles 58, California 
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at 
the 
switch | 


You can count on Amp-trap* 

. when you want to stop a 500,000 
Ampere short circuit dead in its 
tracks. In fact, if Amp-trap is 
watching and waiting at your 
entrance switches or in your circuit iit ta, 
breakers you couldn’t be safer ~< “a jour protection 
That’s why those who know insist = by 27 patents. 
on and get Amp-trap. 


Amp-trap is “always awake at the switch”... where current 
limitation with high interrupting rating is required . . . on general 
power circuits, on DC circuits, on standard and the new higher 
voltage networks, on busways and entrance switches, even on 
general electronic circuits. 


Amp-trap is a true current limiter because it anticipates and 
stops dangerous short circuits long before they can become 
destructive. Nothing takes the place of Amp-trap. 

There’s one for every purpose. Ask for Bulletin 514-9. 


PR Amp-trap ‘ 
registered trademark of 
The Chase-Shawmut 
Co. and refers toa 
current limiting fuse 
and herein is written 


Amp-trap 


1959 The Chase-Shawmut Co 


THE CHASE-SHAWMUT co. 
374 MERRIMAC STREET + NEWBURYPORT, MASSACHUSETTS 
Subsidiary of |-T-E CIRCUIT BREAKER CO., Philadelphia, Pennsylvania 


—k * art ae 
‘ * & wee C-Q-T TRIONET® one O-T rine 








NEW LITERATURE 





Standardization Various questions 
concerning standardization in_ the 
electrical industry are answered in a 
new publication called “Current Pro- 
jects of the American Standards 
Association”, released through ASA’s 
Dept. PR 94, New York 17, N. Y. 
425 American Standards projects 
scope of each, index and sponsors of 
each—are described in the 52-page 
booklet, which has a preface describ- 
ing benefits of standards and how 
standardization is carried out under 
ASA procedures. 


Switchboards—Bulletin 2015 cover- 
the Group I shallow-depth switch- 
boards through 2,000-amp, has been 
issued by Federal Pacific Electric 
Co., Newark, N. J. The 6-page 
brochure is designed to show how 
power distribution can be centralized 
Three types of switchboards are des- 
cribed and illustrated with photos and 
cutaway drawings. Ratings, layout, 
dimensions, specifications and various 
components that fit into the units, are 
covered 


Panel Switches—Bulletin describing 
lighted push-button panel switches 
has been issued by Electrosnap Corp., 
Chicago 24, Ill. Brochure No. 55 
covers Electrosnap’s Twinlite line of 
switches for computors, office ma- 
chinery, machine tool control and 
instrument panels. Engineering infor- 
mation and dimensional details are 
included 


Generators—A 16-page bulletin en- 
titled ‘Electric Motors and Genera- 
tors, AC and DC” has been published 
by Imperial Electric Co., Akron, 
Ohio. Included are squirrel-cage ac 
motors, special purpose motors, 
wound-rotor motors, direct current 
motors, generators and motor-genera- 
tor sets. Range of motors covered is 
1-200 hp; motor-generator sets from 
Y-150-kw. All lines are illustrated. 


National Lighting Exposition—Copies 
of the Symposium Transcript Book for 
the Second National Lighting Exposi- 
tion are available from National 
Lighting Expositions, New York 36, 
N.Y. Price is $5.00 per copy. 


Wiring Tips—Vest pocket sized 36- 
page booklet “pres-SURE-tips” gives 
about 25 applications of connectors 
for solderless wire splicing and termi- 
nating. Booklet is published by Bu- 
chanan Electrical Products Corp., Hill- 
side, N. J., and contains over 70 draw- 
ings. Included also is a chart showing 
wire combinations approved by UL 
and CSA. 
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Atmospheric corro- 
sion tests held off the 
coast of New Jersey 
revealed Yoloy steel 
will last four times 
longer than open- 


YOUNG SLOW? *::rrssssissssenneineneen 


Expected life increase 
of Yoloy steel over car- 
bon and wrought iron 
in corrosive soils. Stud- 
ies were conducted 
over a 14-year period 
in 13 different soils. 












battle corrosion...last longer 


Specify Yoloy (nickel-copper low alloy) steel conduit 


to handle applications where greater strength, 


corrosion-resistance, and weldability are required. 


Yoloy Conduit should be specified for elec- 
trical installations where corrosion is expected 
to be more severe than normal. Research 
has proved Yoloy resists corrosion 4 times 
longer than carbon steel in marine and in- 
dustrial atmospheres. 

Yoloy steels have proved highly resistant to 
corrosion in oil fields, coal mines, railroad cars, 
motor trucks and highway construction equip 
ment for over a quarter-century. Long-time 
tests and actual installations have proved that 
Yoloy pipe lowers costs when used for salt 
water lines, oil wells, industrial installations 
and corrosive soils. 

Corrosion studies conducted for 14 years in 
13 different soils show that Yoloy has 19% 
less pitting and 36% less weight loss than 
carbon steel—and 10°, less pitting and 23° 
less weight loss than wrought iron. This 
proved corrosion resistance greatly lengthens 
the life of coatings— galvanized or enameled 
on Yoloy Conduit. 

Check with your Youngstown Representa- 
tive and get the complete story on how Yoloy 
Conduit and E.M.T. can easily meet your 
most exacting job specifications. 

The Youngstown Sheet and Tube Company, 
Youngstown, O. Carbon, Alloy and Yoloy Steel. 








CARBON STEEL PIPE 


WROUGHT IRON PIPE 


YOLOY PIPE 













YOLOY STEEL 


SOCCER ETE TREE RETESET EEE EE EE EEE E TEESE EEE SHEER EEE E TEER SETTER EEE H TESTO EE OES 










Transfer Switches—Four-page _ illus- 
trated bulletin describing automatic 
transfer switches is available from 
Lake Shore Electric Corp., Bedford, 
Ohio. Switches with dual circuit 
breaker design described in bulletin 
Flanged Hinged-Cover Wireways and Fittings 07500-G 
Circuit Breaker Accessories—New 
twelve page, two-color bulletin de- 
scribes complete line of industrial 
molded case circuit breaker accesso- 
ries and modifications. The new pub- 
lication, GEA-6757, is available from 


Flangeless Screw-Cover Lay-in . ; : Matny: 
> “ner: ec iS ainville, 
Wireways and Fittings the General Electric Co Plainville 
Conn. 


Flangeless Hinged-Cover Lay-in : Electric Heaters—New catalog issued 

Whowaye and Mitings ee by Berko Electric Mfg. Corp., Queens 
be Village, N.Y. describes full line of 
baseboard, wall panel and ceiling re- 
cessed glass electric heaters. Catalog 
features technical and descriptive in- 
formation on the uses and operation 
of electric heaters 


Distributor Items—New catalog con- 
taining over 600 electrical items com- 


pays to figure on plete with numerical and _ subject 


is now available from the 


: indexes 
K = ¥ Ss } O N E Leviton Mfg. Co., Brooklyn, N.Y. 


| Warehouse Layout—HEight-page bro- 
wiring installation equipment chure designed as a guide to ware- 
house layout is available from the 
Automatic Transportation Co., Chi- 
cago, Iil. 





You name it—Keystone has it! Here’s the most Fixtures—Twenty-four page brochure 
complete line of quality wiring installation issued by Lightolier Inc., Jersey City, 
equipment available — anywhere! All sizes, N.J. describes surface and pendant 
shapes and types of U.L. listed wireways and fluorescent lighting fixtures featuring 
auxiliary fittings, cabinets, boxes and en- new shallow profiles, new textures 
° . le { ; 
oo al = to te ghar are and new structural details. Booklet 
hat’s more, when you're faced with a specia : 
$0 = see a gives full specifications, including 
job that “standards” just can’t handle—then re , , e 
Keystone 1 -k] rowide c ; E.T.L. reports, lighting calculator 
eystone will quickly provide custom en- Type SC and FC sharts and detail drawine 
closures to meet your exact needs! Screw-Cover a 


: d Pull Boxes > . _ ie 
In addition, you'll save time when you specify = Safety Switches—New eight-page cat- 


Keystone — because coast-to-coast regional | alog describes complete line of light, 





warehouses assure you of getting what you Type A Hinged-Cover @& standard and heavy duty — safety 
want, when and where you want it! 


Surface Cutout Boxes eS | switches manufactured by the Frank 
Adam Electric Co., St. Louis, Mo 


Lighting Supports—Channel _ type 
lighting supports for installing wiring 
and electrical lighting fixtures in 
plants, industrial ind commercial 
buildings are described in new, illus- 
trated, eight-page bulletin G-2, pub- 
lished by manufacturer Steel City 
Electric Co., Pittsburgh, Pa 


Single and Double Door Welding Connections—The Burndy 
Current Transformer Cabinets Corp., Norwalk, Conn. has issued a 
Type PF and PS Telephone Cabinets wall chart describing procedures for 

t making permanent electrical connec- 


3 NEW CATALOGS—Contain complete information on the * tions to any copper conductor or steel 
entire Keystone quality line. Send for your free set today! 


structure. General instructions explain 
| how to select 4 prepare the 
EYSTONE MANUFACTURING COMPANY } cable, and make a solid weld. The 


23328 Sherwood Road e Warren, Michigan two-color chart 


22-in 
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AND YOU WANT A 
LIGHT AT THE TOP OF THESE 

STAIRS, WITH SWITCHES 
ON BOTH LANDINGS, 
RIGHT? 


IN LOW-VOLTAGE WIRING YOU SEE, 
WITH E’RE FINISHING 


19Y a VNNYS \- THE ATTIC 







ANOTHER ADVENTURE aa 
(cw 


TO ADD TWO 
\ BEDROOMS. 















aNNGOYN] 












How ABOUT SWITCHES IN EACH BEDROOM, TOO? 
SINCE YOU'RE GETTING REMCON, YOU CAN HAVE 















AS MANY SWITCHES AS YOU WANT CONTROLLING 
and ONE LIGHT...AND WITH PILOT-LITE = | 
ALEC TRISHUN INDICATION, TOO! y>——— —~ REMMIE, WHILE | 
YOU INSTALL THE 
t« MIE SAVES TIME WONDERFUL! / FIXTURE BOX, I’LL 
REM i SELLS UP" CUT THE HOLE FOR 
AN THE DOWNSTAIRS 








SWITCH. 


a 


AFTER THE 
FIXTURE BOX IS UP, 































RELAY WITH THE BUILT-IN &S 
TRANSFORMER TO THE : 
HO-VOLT SERVICE. 






VOLTAGE WIRING, THERE'S NO 







= 
iG 


NOW FOR THE DSB PLATE. 








— - — 
WE WIRE THE REMCON \S Se “WAR were! noneep tocura 7M 
| = 7 GAPING HOLE. WITH REMCON LOW 


SWITCH BOX, SO THERE'LL BE NO 
RE-PLASTERING OR PAINTING! 



























y 

I GET IT! THEN you’LL 
PULL IT UP AND WIRE IT 
TO THE LOW-VOLTAGE END OF 
THE RELAY. BOY, REMCON WIRING 
IS A REAL TIME-SAVER. NO 
ARMORED CABLE 
TO RUN! 














WHILE ALEC FINISHES WIRING THAT SWITCH, 
‘LL DROP ANOTHER SWITCH LEG FROM THE 
RELAY TO THE MBA.THEN WIRE THIG 
SWITCH...AND WE'RE DONE IN 
ONLY FIFTEEN MINUTES. 








"LL DROP “Ny > 
THE SNAKE . 
TO THE SWITCH Wii 
POSITION 
BELOW. ALEC, 
YOU HOOK 
UP THE LOW- 
VOLTAGE (#18) 
WIRE TO THE 
SNAKE. 





























AND FIND OUT HOW YOU CAN 













FELLERS! FIND OUT MORE ee penericm apn pale emmmmemataRr ernie tia — 





\As V2 
WIRE WITH REMCON IN 3 ee PLEASE SEND ME REMMIE REMCON'S NEW 


e 
THE TIME IT TAKES WITH | ELECTRICIAN'S MANUAL 
CONVENTIONAL WIRING. <“ | 


>END THIS COUPON im. J 


: 1 FOR MY FREE | 
\ ELECTRICIAN'S MANUAL. —— 
i — ite ee PA | crryv— ‘ — ZONE STATE __ 


~ 






NAME ——— 
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ABOUT REMCON’'S VERSATILITY... Se PYRAMID INSTRUMENT CORP.-Dep: D-1 
e mi} 7 REMCON 630 MERRICK RD. LYNBROOK, N.Y 








VULNERABLE CIRCUITS NEED 


LI QUAW TS 








FLEXIBLE CONDUIT PROTECTION 


HEAVY SQUARE 
LOCKED OR 
INTERLOCKED 
GALVANIZED 
FLEXIBLE CONDUIT 


Liquatite insures against costly 
down time due to wiring failure. It 
protects against contamination, vi- 
bration, motion and shock; proves 
ideal for “wet locations,” around 


corrosives or where severe punish- 


IMPERVIOUS 


3 MOLDED-ON 


POLYVINYL JACKET 


ment may cause shorts or burn-outs. 

Added to this, Liquatite installs 
as easily as any Flexible Conduit 
—follows contours, takes small 


radius bends necessary for hard- 


CALENDAR OF EVENTS 





NOVEMBER 


National Electrical Contractors Asso- 
ciation 


Convention and Exposition 
Fontainebleau 

Eden Roc, Deauville and 
Carillon Hotels, 

Miami Beach, Fla 
November 9-12 


National Electrical Manufacturers As- 
sociation 


Annual Meeting 
Traymore Hotel 
Atlantic City, N.J 
November 9-13 


Southeastern Electric Exchange 


Sales Conference 


to-get-at locations. 


Biltmore Hotel 
r TYPE LT Atlanta, Ga. 
J.1.C. APPROVED 13-14 


Write for free November 


sample, costs 
and discounts 


TYPE LA 
UNDERWRITERS’ 
APPROVED 


Industrial Electric Exposition 


Penn-Sheraton Hotel 
Pittsburgh, Pa. 
November 17-19 


P.O.BOX 128-A @ ROSELLE, ILLINOIS 


Electrical & Home Appliance Show 
Electric Building 
Balboa Park 
San Diego, Calif. 
November 27-December 2 


New Convenience 
with 


DECEMBER 


National Warm Air Heating & Air 
Conditioning Association 


St. Louis 
December 3-4 


The new line of VACO 


Insulated Terminals features 
| te . JANUARY 
packaging at its finest. Famous 

Dollar Pak features clear National Housewares Exhibit 
: yaarruchon® 


cricage ¥Y o.05.™ Navy Pier 
Chicago, Ill 


January 11-15 


plastic storage box. 


National Association of Home 
Builders 


16th Annual Convention & 
Exposition 

Chicago, IIl. 

January 17-21 





SPECIAL OFFER! 
VACO No. 1930 Bolt Cutter 
and Crimper plus assortment of 


Includes the Nex 


Insulated Terminals...all in handy plastic 
National Association of Electrical 


Distributors 


pouch. A $6.00 value only $4.25 net! 


Write for Details and 4-Color Catalog 


Southern Region Convention 
Edgewater Gulf Hotel 
Edgewater, Miss. 

January 18-22 


VACO PRODUCTS COMPANY, 317 East Ontario St., Chicago 11, Illinois 
In Canada: ATLAS RADIO CORP., Toronto 19, Ontario | 
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...Bbig cost savings.. 
: E —> 
New RACO welded switch boxes ea. 0 Ye 0 
important advantages: rz ' “ 
—big cost savings per box | 3 . 0 | ee 
—greater strength because box is projec imps 
ie == 
—three sets of “straight-through” nail he ° 


No, 495 bevel-cor- 


ner box has staked 
natis for faster, 
easier instaliation 


—new knockout slots at each end for easy 
tight areas 


gn 


—flat sides for quicker, smoother installation 


Your RACO Distributor has the new welded non-gangabie, 
beveled corner switch boxes with or without staked nails, 
with or without ears. Try them now for greater savings, 
easier installation. 


ALL-STEEL EQUIPMENT INC. 


AURORA, ILLINOIS 




















No. 482 is avali- 
abite with two- 
screw plaster eare 








sq] F RIAL TERMINAL LUGS 
AND CRIMPING TOOLS 


SPEED INSTALLATION — REDUCE COSTS! 


INDENTED CRIMP 
FOR GREATER RESISTANCE 


TO PULL-OUT 


MONEY SAVER 


SAVE UP TO 15% 
WITH SHERMAN 


Write for FREE Sample 


SHERMAN 


UNI-CRIMP 


SS LUG 


VOID FREE 


CONNECTION 


SHERMAN HAND CRIMPING TOOLS 


Portable or bench mounted for fast, easy insta 
lation of money-saving Sherman terminal tugs 





SAFETY SWITCHES 
That Meet the New NEMA Standards 


KNIFE BLADE INDUSTIAL 
FUSIBLE AND NOT FUSIBLE 





30 
To 
1200 
AMPERES 








2%" x 2%" 

oo. Ee oP 

6” x 6” 

oF 2 
IN 

1 To 5S FOOT 

LENGTHS 


WIRING TROUGHS 
With Knockouts and Without 
A COMPLETE LINE OF FITTINGS 











SERVICE EQUIPMENT 
A Fusible Device for Every Need 


DRYER —— RANGE — WATER HEATER 
HEATING PANEL: — AIR CONDITIONERS 





30 
TO 
200 
AMPERES 











QUICK 
MAKE & BREAK 











**E-Z-RED”’ 
CIRCUIT BREAKERS 
INTERCHANGEABLE 
NON-INTERCHANGEABLE 


/heNXJADSWORTH Clecdiic 


KENT KY 


OBITUARIES 





W. L. Perry 
W. L. Perry, president, Perry-Mann 
Electric Co., Columbia, S.C. died on 
September 14th. Perry also was head 
of branch houses in Charleston and 
Greenville, S.C. 


Otto E. Frankenbush 


Otto E. Frankenbush, president of 
Otto Frankenbush Inc. Chicago, III. 
died on October Ist. Frankenbush was 
an outstanding figure in the electrical 
distribution field. 


B. R. Schiller 


B. R. Schiller, sales manager, Whole- 
sale Electrical Supply Co. Chicago. 
Ill. died recently in Chicago 





NEWS 





“Live Better Electrically” 
Program Expanded In 1960 


NEW YORK—tThe Edison Elec- 
tric Institute has announced a $3 mil- 
lion Live Better Electrically Program 
of print and television advertising in 
1960, a boost of $% million to the 
program that launched the “all-elec- 
tric living” push this year 

The association plans to intensifs 
the all-electric campaign through na- 
tional publications, trade magazines, 
and television announcements, a re- 
port said 

“Our aim is to capitalize on the 
sharp up-surge in public demand for 
total electric living.” Allen S. King, 
EEI president said. King said the 1960 
campaign will be tied together under 
the theme line “Electricity is your 
better way.” 


Russian Power Experts 
Tour U. S. Electrical Units 


NEW YORK—A team of 12 power 
specialists from the Soviet Union last 
month toured numerous _ electric 
power systems and equipment manu- 
facturing plants in the United States. 

The Russian experts were guests of 
the Edison Electric Institute and the 
Association of Edison Illuminating 
Companies and their members. 

The group headed by K. D. Lav- 
renenko, first deputy minister of elec- 
tric power station construction, visited 
installations in New York; Newark, 
N.J.; Philadelphia; Washington, D.C.; 
Detroit, Phila., Ohio; Cleveland; Den- 
ver; and Los Angeles. 

The Russian visit was part of a 
technical and cultural exchange pro- 
gram established by the United States 
and the Soviet Union 
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First-Aid For Bulbs—lodine! 


Lighting engineers have found a 
new use for iodine. They dust a de- 
posit of concentrated iodine salts at 
the base of the filament of an in- 
candescent light bulb. The bulb then 
burns without blacking and delivers 
an undiminished amount of white 
light during its entire life. Ordinary 
incandescent bulbs, not using iodine, 
lose some of their light output be- 
cause of the thin black deposit of 
burned tungsten. The iodine, accord- 
ing to two Cleveland engineers, re- 
moves burned tungsten from the glass 
sides of the bulb and redeposits it on 
the filament where it is again “burned” 
for lighting purposes. The filament 
thus renews itself until, eventually, it 
develops a weak spot in a thin fila- 
ment wire and burns out. 





Electric-Light Reflector With 
Curved Wedges Developed 


SAN FRANCISCO—A new type 
of electric-light reflector which uses 
curved glass wedges provides maxi- 
mum visual comfort under high-level 
electric lights it was reported by en- 
gineers who attended the Illuminating 
Engineering Society’s recent annual 
technical conference at San Francisco. 

In the new reflector, the curved 
glass wedge is louvered to deflect dis- 
comforting light rays from the line 
of vision without materially reducing 
the amount of light available for easy 
seeing, two researchers explained. In 
a series of tests, the two engineers 
learned that of the systems tested, 
the only ones that combined good 
lighting efficiency and low luminaire 
brightness were those utilizing the 
parabolic wedge louvre design. 


Lamp Distribution Center 
For Kansas City 


KANSAS CITY—Construction of a 
43,500-sq ft lamp distribution center 
in the northeast industrial district of 
Kansas City started last month, it has 
been announced by the Westinghouse 
Electric Corp. 

According to F. M. Sloan, West- 
inghouse vice president and manager 
of the company’s lamp division, sev- 
eral million light bulbs of some 1,000 
different lamp types will be stocked 
in the distribution center. The new 
building is expected to be completed 
by the middle of December. 





The electric industry differs from 
most other industries in that elec 
tricity is a product tangible only in 
the service it performs 
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New Electric Sno-Melfer 


Saves time and 








money on underwalk, 
underdrive jobs! 


Rolls out easily! Pre- 
spaced heater wire is an- 
chored in galvanized steel 
mesh 10’ long, 18” wide. 


ELECTRICAL WHOLESALERS 


wanted for thie new line! 


Wires won't float as concrete 
is poured. Uniformly even 
heat is assured! 





SNO-MELTER, 
jesigned for 42 watts 
per square foot, 

puts a practical price 
on snow-free walks, 
tire tracks for the 
drive! Heater wire 
has pre-assembled 
lead wires and 
ground. “Roll-out"’ 
installation saves 
time, cuts cost. 
Write for full facts! 


EAS Y-HEAT, INC., “Electric Anti-freeze Devices" 


Dept. EW, Lakeville, indiana 


157 








GE Sponsors Christmas 


Choose nee . Lighting Contest 
‘ CLEVELAND—tThe General Elec- 
Hand Tools... the Professionals do! Pg agg tg agrtonten ae 


nounced it will again this year spon- 
d the BEST TOOLS to do the BEST JOB. . ag yeal 
Vou sees Me sor its annual $5,000 nationwide res- 
; elite Tool idential lighting contest, a GE spokes- 
Sell Xcelite Tools... man has announced. 


.+ more Sales and Profits ! Cheek the "SEIZER" “Our purpose in sponsoring this 


contest,” William H. Robinson, Jr., 

Provides the necessary manager of marketing Miniature 

Y “third hand” in so many Lamp Dept., said, “is to encourage 

: tricky situations! more people to participate in the 

; - growing custom of expressing the 

No. 42H Yuletide spirit through colorfully 

lighted Christmas decorations out of 
@ Clamps on os a Heat Sink. doors.” 

@ Holds wires etc. while soldering. 

®@ Holds dial cords when stringing them. 


@ Retrieves small items from awkward places. GE Christmas Lighting 
@ Out- hes and out-hold dl pliers. . 
ut-reaches a ° olds needie nose Display Moves To Plants 


CLEVELAND The General 
Electric Co. has announced new plans 
for Christmas lighting exhibits at sev- 
eral GE locations in greater Cleve- 
land, instead of the annual lighting 
display at Nela Park 
e- — George E. Burens, vice president 
and general manager of the Lamp 
Div., said the discontinuance of the 
single spectacular at Nela Park in 
XCELITE, incorporate : favor of smaller displays at a num- 
ORCHARD PARK, NEW YORK ber of locations is being made in the 
Canada: Charles W. Pointon, Ltd., Toronto PREFERRED BY THE EXPERTS interests of the entire Cleveland area 











‘Special Large Radius 


ww lighted Bs 


mite 


DISPLAY DEAL NO, 11 dramatically - for 
ntrodu the new lighted ‘‘mite,’’ 

with FREE transformer ready to plug elect a ‘| M4 M 

n and light up for demonstration 1 ringing 


Includes stock tray and 10 pieces 


ted backup stock b || 
Total List Price $14.10 push 4 e 5 


Mr. Distributor | |? and 
Trine’s nation-wide (| on —— chimes 
full-color 

promotion 

is reaching your 

customers now. atireniectric bulb thatleeie tor beats, Re 
They will order places all push buttons of this type, with or without plates 
direct from you— ( AL WIRING REQUIRED 

you'll profit t 

with Trine’s 456 t 
“Lighted Mite”. POLISHED BRASS OR CHROMIUM FINISH 


SOLID BRASS 
TOTALLY ENCLOSED 


IN STOCK 


4 N 6-16 volt $1.25 : 1” to 6” sizes ¢ 45° and 90 
PRI ' 
UIST PRICES vie HOT DIP GALVANIZED 
available in wrought iron or aluminu 


Trine Manufacturing Corporation, 1430 Ferris Place, New York 61, N.Y. Conouit Nippit Misc. co. 


1455 SPRING GARDEN AVE. PITTSBURGH 12, PA. 


4 
24 Vv 
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SALES AID 





Remcon Div., Pyramid Instrument 
Corp., has announced the addition of 
two 3-way switch packages to their 
line of low-voltage switching devices. 
The package contains either a pilot- 


lite or non-pilot-lite relay, 2 switches, 


switch mounting brackets and two 


switch cover plates. 


Rawiplug Co., Inc., New Rochelle, | 


N.Y., in order to introduce its new 
“Saber-Tooth”  self-drilling masonry 
anchor is offering a red, white and 
black display mounted on heavy card- 
board. The display holds an actual 
sample and has a folding easel in 
back. It may be placed on a counter 
or hung from overhead 





MORE NEW PRODUCTS 





Post Top Light 


Aluminum outdoor unit for use on 
8, 10 or 12-ft poles 


Post light, said to be weatherproof, 
may be used with incandescent, me- 
dium base lamps up to 300 watts, or 
with mercury vapor lamps rated 
through 250 watts. Features husk to 
slip over 3-in standard, set-screw lock- 
ing device for installation, and hinged 
caps for relamping. @¢ McPhilben 
Lighting, Inc., Brooklyn, N.Y. 


Ventilating Adapter 


Fittings of unit accommodate con- 
duit sizes of 3, 4 and 5 in. 


When used at bottom of vertical con 
duit riser properly vented at the top, 
conduit ventilator adaptor, type 
“KVE”, provides for the movement 
of cooling air throughout riser, maker 
claims. Reduced temperature in riser 
helps stabilize temperature through- 
out conduit, improving service life of 
cable and increasing load carrying 
capacity, manufacturer reports. e O. 
Z. Electrical Mfg. Co., Inc., Brooklyn, 
N.Y. 


Rectifier 


For operation at one to 1|5-amp, 
single Hw half wave average 

Silicon power rectifier, style 20, is 
a fused alloy device with surge rat- 
ings of 90 amps average at 6 cycle, 
50 amps average at 60 cycle. Peak 
inverse voltages range from 50 to 
400-v in 50-v steps. Temperature 
range is from minus 65° to plus 175 
C. Unit is mounted on 7% g-in hexagon 
stud type case with glass to meta! 
seal cap. Maximum height is 13, ,-ins. 
e Syntron Co., Homer City, Pa. 





| A.V the only 

masonry drill-anchor 
that's 
DURATHERM 
HEAT-TREATED 
lame lel ll Temelel .-1 4 
plus holding power... 






RAW L 
SABA =IOO MEL 


DRILL-N-ANCHOR 
for fastening any kind of fixture to any kind of masonry 


e hardened so teeth keep their edge, dri!! a full hole fast 
e toughened so teeth won't snap off, even in hardest concrete 


DRILLS FAST...HOLDS TIGHT 


e Drills its own hole in the hardest ncrete 
develops highest holding power 
...CUTS COSTS ALL-AROUND e Tapered holding ridges around body make 
¢ The anchor is the drill...no separate the Saber-Tooth bite harder, grip tighter 
drills to handle or sharpen no ° Expander slots assure complete, even expan 
problem of matching sizes. sion when anchor is driven home—teeth un 
e “Core drill’ design saves drilling dercut hole deep in the masonry 


time and labor. 


All-steel construction resists shock, vibra 


tion, fire, rust 
=m 
Snap-off joint is strong enough to hold dur 


ing driiling, yet breaks clean after the anchor 
Snap-off Flush 5 e 
e s in place 


Typ 
—_-A 2 ee ee 
Hand Flush Type id THE RAWLPLUG COMPANY, INC 
202 Pet ville Road Ne Rocte 


st 8 Please rush my Saber-Tooth sample and complete facts 


Rod Hanger Type = 


ae * Name 
firm 
Tie Wire Type € 


Try the Saber-Tooth for yourself, at & 
our expense, on your toughest masonry 
anchoring job...send the coupon for 3 R8 


free sample and full information 
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You make more because you sell more 


@ LINE-O-HEAT 


—<C | 


Vaate = 


i~ 


iv 


tsi 


"LINE-O-HEAT ° 


depend- 
and keep 
prop- 


is tough, rugged, 
a beating 


Line-O-Heat 
able . can take 
on heating! Easy to install and, 
erly used, will keep pipes, pumps, etc., 
from freezing in coldest weather. Inex- 
pensive to buy and can be operated for 
as little as a penny a day. Ten lengths 
from 4 to 80’ for use on 120-volt service 
retail from $2.40. Also, longer lengths 
are available for use on 240-volts. 

SSeS SS SS SES SS eee ee ee 


THERMOSTAT FOR USE 
WITH LINE-O-HEAT 


ADJUSTAT — Adjust- 
able thermostat which 
makes use of Line-O- 
Heat automatic, re- 
duces operating cost 
Retail price, $6.95 


The SMITH-GATES Corp. 


Largest-Selling Heating Tape in the World 


= 


— LINE-O-HEAT 
NEWS ROOF KITS 


Keep eaves from freezing thus preventing 
damage caused by water from melting 
snow backing up under roof shingles 
Contain Line-O-Heat, attaching clips, in- 
structions. Kits to protect roof eaves 10’, 
20’ and 40’ jong retail for $5.45, $8.65 
and $15.45 


AUTOMATIC LINE-O-HEAT 


Built-in thermostat allows electricity to 
be used only when needed to prevent 
freezing. U/L and CSA approved switch 
prevents radio-TV interference. Ruggedly 
constructed to give peak performance for 
years. Ten lengths from 4’ to 80’ for use 
on 120-volt service, retail from $7.95. 


INSULATION KIT TO KEEP 
HEAT ON THE PIPE 


INSULATION KIT 
Keeps Line-O-Heat op- 
erating cost low by 
reducing heat 
Enough for 20’ of 14” 
pipe, $1.00 


loss 


x 


@ Farmington, Conn. 














Stringer Safety Equipment 


Our 15th year serving 
The Electrical Industry 


Sold through the Electrical Wholesaler— 
Attractive discounts — The finest and 
safest you can buy. Write for new 
catalogue No. 15. 


UTILITIES SAFETY 
SUPPLY CO., Inc. 


Lee’s Summit, Missouri 








Pat. No. 
2632356 





NO BEND e NO SQUASH 

A MUST for Electrical Men 
MAKE YOUR PURCHASE OF STAPLES FROM THE 
ORIGINATORS. AND NO INFRINGEMENTS ON 
ANYONE’S PATENT. THE GREATEST IMPROVE 
MENT FOR THE BEST STAPLE IN 30 YEARS 


FREE SAMPLES ON REQUEST 
@ Sold by Leading Electrical Wholesalers— 


THIEL TOOL & ENGINEERING CO., INC. 
1417 N. Market St. @ St. Louis 6, Mo. 
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Michigan Motor Mftr. 
Acquires Electric Co. 


NEW YORK Howell 
Motors Co., Howell, Mich. has 
quired the Leland Electric Co., Day- 
ton, Ohio, a former division of Amer- 
ican Machine & Foundry, for an un- 
disclosed amount, according to a 
Howell company announcement 

Howell obtains three wholly-owned 
iaries and four manu- 

A company spokes- 


Electric 


ac 


operating subsid 
facturing plants 
man said the purchase of the forme: 
AMF cludes equipment, 
patent rights, and inventory 
the 


Division in 
good will 


of Leland operation 


U.S. Firm To Distribute 
Japanese Transistors 
SOUTH PLAINFIELD, N.J 
Cornell-Dubilier Corp maker 
components, announced 
has rOtiated 
Japan to form a 
manula 


ol 
electronic 
that it 
Co. of 
national 
association to market the fF 
firm’s transistors in the U.S. 
mbine 

with 


Toshiba 
new, inte! 
distribution 
ar-Eastern 

The new 

Toshiba's 
C-D’'s 
manutacturing exper! 


a Variet 


nes with 


cturing 
arrangement will cé 


production 
marketing 


capab iit 
and 
ence in electronics to supply 


ot 
component 


transistors to American electronic 


produce 


for right—tight connections 
tapping, careful chamfering 
and rigid inspection combine to give 
users completely satisfactory installa- 
tions. Conduit Couplings are hot-dipped 
galvanized or black enameled . are 
available in all sizes from '2” to 6”. Sizes 
1,” to 2” are conveniently packaged at 
no extra cost. Shipped promptly from 
factory or from one of ten strategically 
located warehouses 


CONDUIT PIPE PRODUCTS CO., 


Accurate 


COLUMBUS, OHIO 


SOLD ONLY THROUGH WHOLESALERS 


1959 

















Columbus. 


SIZES OF SPECIAL 
LARGE RADIUS 
S- > 90° ELBOW 
‘ Up i 








mito 
pun 
| 2\\ 
| A ee 
} Cc \ \ | 
| | } 
| | , tT 
ak | | | 
| 9 
1} iz i 
L_ =e 
ad ffset straigh ength pipe sizes 
n t 0 unbent 
12” he te 1-242" inc 
5” 20 9” 316" 1-3" inc 
i8 2'4" 10” 4'0 1%-3Y2" ir 
24" 2'11 11” «411% 1%-4” ine 
30” 3'5 ae OF 1”-5" inc 
36" vae”hClCae.l oar 1”-6" ine 
42” 4'6" S sf mo 1”-6” inc 
48” 6'0” a we 1”-6” inc 
Also available 45 30° and 6 
All are U.L. approved 


CONDUIT PIPE PRODUCTS CO., 


COLUMBUS, OHIO 






SOLD ONLY THROUGH WHOLESALERS 


Hykon Wire and Cable 
Measuring Unit 








stops waste and cuts costs 


Model TUMS Wire Measuring Unit takes 
any flexible material up to one inch in 
diameter. Measuring dial reads feet 
10's of feet and 100's of feet with in- 
stant reset to zero for next measure- 
ment. Highly accurate and inexpensive. 
Meter and Take-up Reel mounted on 
all-welded steel framework for quick 
simple installation 

Write for new catalog. 


HYKON MANUFACTURING CO. 


BOX 923, ALLIANCE, OHIO 








TVA Plagued 
By Identical Bids 
KNOXVILLE—The chief pro 


curement officer for the Tennessee 
Valley Authority recently told the 
Senate Anti-monopoly subcommittee 
that the authority had been receiving 
identical bids for years and could do 
nothing about it 

Paul Fahey, the procurement of 
ficer, said the authority often had to 
resort to drawing bids from a hat to 
determine who would get a contract 
for electrical equipment and other 
materials, often running into the hun- 
dreds of thousands of dollars, accord 
ing to a report 

Senator Estes Kefauver, (D-Tenn) 
subcommittee chairman, suggested 
that the TVA was at the “mercy” of 
the suppliers as far as prices went. 

In order to remedy the situation, 
Senator Kefauver suggested 

“If the identical prices are the re- 
sult of conspiracy of agreement, they 
should be reached by proper action 
by the enforcement agencies—the 
Department of Justice and the Fed- 
eral Trade Commission.” 

According to Rand Dixon, the 
Senator’s chief counsel, the subcom 
mittee is investigating seventeen cate 
gories of equipment and materials on 
which the power authority had re 
ceived matching bids. 





THEY STAY ON..... 
All VICTOR “MAGIC” CLAMPS 
and STRAPS for Thin and 
Heavy Wall Conduits have 
this time-saving snap-on 


Contractors everywhere are 
switching to VICTOR. Cash in 


: A 

on this heavy demand. Add 

the f ng, profitat 
trane ¢ 

Ula otraps tO your 








Write for the new | 
Victor Strap Catalog 
Lists over 600 item 


Banka | 


Tubing and Con 


ySN 
ln ™ 


fx Sa 
(Yieror SPECIALTIES 


775 MAIN ST., NEW ROCHELLE, N.Y 














The Greatest Single Source for Clamps and Straps 
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YOUR 
BEST 
BET! 







44408 


lowers costs 
saves time 


..and immediately 
available from factory 
and local stocks / 


UNION INSULATING CO. 


PARKERSBURG, WEST VIRGINIA 





161 











MORE NEW PRODUCTS 
PRECISION NEW CATALOG! 


Engineered Mercury Vapor Fixture LOCAL LIGHTING 

Fittings Unit is designed for use in in- For 
dustrial areas 

Fixture model “AA-5S1” is available MACHINE and BENCH 

with 250-w mercury vapor lamps, eliminate your headaches from complaints 

clear or color corrected type, and and adjustments. 


with 400-w lamps either clear, color 
CHOICE OF 
of | MOUNTING 


», > > or. ite ‘ yj ve 

corrected or silver white. Choice f _ [ Backers 
mountings, 5 types of reflectors and pera messse fi ar 

suitable globes and guards. e Apple- L_socxer | 


"J ~ nae % “hice | CHOICE OF 
ton Electric Co., Chicago, I. | 


Lock-On Connector | iii 


Connector automatically locks any bn > eal 
| ocket 
| standard cap “GUARANTEED” 




















Cap is inserted into lock-on connec- 
tor, Cat. No. 50., and is automatic- 

ally locked tight. Cap remains locked | This complete line of AJUSCO Elec- 
until released by pressing both but- | | (real Fatwes can sole any of you 
tons on connector. Unbreakable unit construction and precision machining 
is Cesigned in black rubber with white | make them easy to use and hard to 
phenolic buttons, maker says. Cord damage. 

clamps hold wire connections firmly. 
e Eagle Electric Mfg. Co., Inc., Long 
Island City, N.Y. 








Cover Plate 


M. STEPHENS Outdoor unit for commercial and a CO. 


industrial use 


Mfg. Inc. Los Angeles 11 | | Established 1911 
814 E. 29th St. ADams 1-9147 | | Aluminum cover plate snaps open 102.104 E. Mason St., Milwaukee 2, Wis. 


and close, can be locked to prevent 
tampering. Said to be weatherproof, 
unit is for 20, 30 and 50-amp re- 


-eptacle r switches. The No. 360 
“Saf-T-Lok. cantons: Plate” unit BA f N E RA L L AC 


comes with gaskets and _= screws. 


e Bell Electric Co., Chicago, Hl. 8 é A M 
: Portable Cord Reel 
Y. ER Features four multiple service U- Cc L A M a $ 


blade type receptacles 


























Wire Pulling Lubricant Model No. 910 


reel with steel rod 
—! . . 

frame, carrying handle and re-wind 

Only Y-ER EAS has all these features knob, is said to eliminate cord dam- 

© Creamy, non-corrosive lu- ¢ age while providing cord capacity of 

Write for a oa wy ae up to 375-ft, depending on cord size 


messy. P , . “—2 
— Prevents sticking or set- used. @ Daniel Woodhead Co., Chi- 


ting. Specially helpful on cago, Hl. 
saddles and turns. 
Does not run back on P 


cables. i ‘ 
Never harmful to hands ' 

or clothing. 

Permanently non-harmful i . 


to cables or conduit. Mounts Minerallac hangers No. 0 to No. 6 on !-Beams 
i sofely without necessity of drilling holus. Made of 
heavy gauge zinc plated steel with deep drawn 


s ERING ribs to give needed strength, these durable, light 
: " weight beam clamps have 4-20 tapped holes— 
will fit beam flanges up to % inch thick. Furnished 


WwW E LD I w 6 with case-hardened set screw. Low cost. 


Order From Your Electrical Wholesaler 


B R AZ | ¥ G SEND FOR LITERATURE 


MINERALLAC ELECTRIC COMPANY 
L. B. ALLEN CO., Inc. 25 North Peoria St. Chicago 7, Ill. 


C2 
YetectRo COMPOUND CO. be setmAah FARE. AL. MINERALLAC 


4153 W. 150th Street © Cleveland 8 = (In Metropolitan Chicago) 
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BRIEFS 


NEW YORK—Hot weather during 
the past summer enabled electric utili- 
ties to hit record high peak loads. 
Peaks rose 10.5%, compared with 
only 1.2% in 1958. 





NEW YORK—Russian construction 
methods still lag decades behind the 
U.S., despite Soviet reports of ad- 
vanced research and machinery, de- 
clares a noted consulting engineer who 
toured Russia recently. 


NEW YORK—Construction contracts 
in 1960 are expected to climb 3%, \ 
and in 1961, are expected to rise l 
another 4%. Increase in business next | 
year will put contract totals at $20.83 
billion. 


TACOMA — A local motel has 
achieved a new high in guest comfort 
by supplying beds in each of its 123 
living units with electric blankets. 


LONDON—British electrical and elec- 
tronics industry members will be on 
display at the British Exhibition in 
New York June 10-26. 


DALLAS—tTexans in this city are pre- 
paring for the NAED national con- 
vention due to be held here next May. 








Elbows 


90° and 45° 













have smooth, 
work-speeding 
raceways 





te) Semme), |S Mei.l felticl Maile) Sey 182 3) 








CLASSIFIED ADVERTISING: 


SELLING OPPORTUNITIES 


WANTEL POSITIONS WANTEL 


OPPORTUNITIES 





UNDISPLAYED 
$1.50 per line minimum 3 lines. To figure ad- 
vance payment count 5 average words cs a line 





DISPLAYED 
oyment is $13.50 per inch for 
advertising apr on other than « contract 
basis. Contract rates quoted on request. Sub 
ject to Agency Commission 
Other advertising is $12.25 per inch. Not subject 
to agency commission 
Discount of 10% if full payment is made in ad- An advertising inch is measured %*" vertically on 
vance for 4 consecutive insertions a column—$ columns—380 inches to a page 
Send NEW ADS or Inquiries to Classified Adv. of ELECTRICAL WHOLESALING 
P. O. Box 12, New York 36, N. Y. for December issue closing November 11th 


RATES 


The rate for Ex 










Box numbers—counts as 1 line 
Position Wanted ads are % the above rate 











Claseiied Ady. Div. of this publication LIGHTING MANUFACTURER'S 
REPRESENTATIVE WANTED 


MINNESOTA, NORTH DAKOTA, AND SOUTH DAKOTA 





Send to office nearest you. 
NEW YORK 36: P. O. BOX 12 
CHICAGO 11: 520 N. Mi in A 
SAN FRANCISCO 8 Post St 


POSITIONS VACANT Exceptional opportunity to represent national com 
pany whose fixtures are currently displayed and 
Experienced Commercial Lighting Specialist to specified in this territory. We manufacture a full 
manage Commercial and Industrial lighting de line of incandescent and fluorescent fixtures-—provide 
partment for large Electrical Wholesaler it good service—rapd deliveries—strong promotional 
Southern Connecticut. P-2781, Electrical Whole backing 
saling. The right man will have the opportunity to make 
ability, drive, and experience ps f in a big wa 
Sales Executive—Unusual opportunity for a — 3 pF. SS ae ae off in a big way 
man with a following of electrical] distributors 
nationally. Must be experienced Sales Manager LITECRAFT MANUFACTURING CORP 





who can conceive and execute successful promo- 
tion programs. Reorganize, train and supervise 


100 Dayton Ave., Passaic, N. J 








sales force. Prepare market analysis. Demon- Attention: Sales Manager 

strated abiiity to direct field operations essential 

Salary plus bonus. Send resume and salary his 

tory in confidence to: P-2774, Electrical Whole- 

saling. MANUFACTURER REPRESENTATIVES WANTED 
SELLING OPPORTUNITY OFFERED We mfg. the finest in design and largest selec 


tion of recessed clocks in all sizes, and finishes 
in addition, highly-decorative executive styled 


Representative wanted for Ohio by well-known 








tluorescent lighting manufacturer. It is essen wall clocks 
tial to have contacts with architects, electrical R. & H. Guarantee Products 
engineers, distributors and contractors. We have P 
bd : +" rs s 3 a ewe me 5440 W. Cermak Rd., Cicero 50, Ill 
a quality line of commercial and industrial units 
to offer. Excellent catalogs, new products assure 
good earnings for ageressive representative. RW- 


2882, Electrical Wholesaling. 


MANUFACTURER REPRESENTATIVES 
WANTED 


To cover the following territories: Ohio, Kentucky 
Michigan and San Franc sco, to sell an established 


POSITIONS WANTED 


Fourteen years experience in Electrical Whole- 








saling, Desire to Relocate in North or South line of Electrical fittings 
Carolina. Presently Branch Manager for a Na 
tional Chain. Would consider a position with a RW-2590 Electrical Wholescling 
Manufacturers Agent PW-266¢6 Electrical Class. Adv. Div., P.O. Box 12, N. Y. 36, N. Y 
Wholesaling 





Immediately Available—Twelve years Electrical 





Wholesaling experience including salesman, 
purchasing agent and management. Interested in 
immediate relocation. PW-2919, Electrical Whole 
saling 





SELLING OPPORTUNITIES WANTED 


Lines Wanted—Supplies, fixtures. Florida West 
Coast W KF Skillman, 5400 24th Terrace 
North, St. Petersburg, Florida. 


Manufacturer's Agent covering New Jersey De- 
sires additional lines for electrical wholesaler 
tA~-1853, Electrical Wholesaling. 


Menufectucers’ Agent with warehouse facilities 






available needs additional lines for North and Contact the McGraw-Hill Office Nearest You 
South Carolina—-wire and boxes (‘after strike ATLANTA, 3— 
preferred. RA-2871, Electrical Wholesaling 1301 Rhodes-Haverty Bidg JAckson 3-695! 
R. POWELL 


Young Manufacturers Representative Covering 


Michivan desires additional lines in supply J. CASSIDY 
field. Ten years experience. Contacts in whole- CHICAGO, ti— 
sale, contractor, engineer, architect level. Re 20 No. Michigan Ave MOhawk 4-5806 


ferences on request. RA-2891, Electrical Whole- 
saling 


MANUFACTURERS! 


you will state in your copy what territory 


or territories are available 











TWO GOODWILL WINNERS 
CLUE PRINT MEASURFR ELECTRICIANS KNIFE 
imprinted with your advertising 


more $1.50 each. Write for cetoleg 


Gerson co. 
49 DEERING ROAD 
MATTAPAN, MASS 
CUnninghom 6-1463 








FOR ADDITIONAL INFORMATION 


BOSTON, {6- 
350 Park Square 


w 
CLEVELAND, 13- 


1164 INuminating Bide SUperior | -7006 
W. B. SULLIVAN—T. H. HUNTER 
DALLAS, i— 
a 1712 Commerce St Vaughn Bido 


¢ 
DETROIT, 26— 


856 Penobscot Bidg WOodward 2-179 
J. C. PIERCE 
Los ANGELES 17 
You will receive better results from your 25 W. 6th St HUntley 2-54 
R yocom 
- NEW YORK, 63- 
Representative Wanted advertising if 00 Fifth Ave 0 Xford 959 
H. T. BUCHANAN P. LAWLESS 


PHILADELPHIA. 
Penn Center Plaza LOcust 8-4330 


ix 


ST. LOUIS. & 


3615 Olive St JE flersen 4867 
SAN FRANCISCO, 4 
68 Post St DOugtias 2-460( 


About Classified Advertising 


HUbbard 2-7160 


HIGGENS—E. S. MOORE 


Riverside 7-5117 
S0RDON JONES—F. E. HOLLAND 


w BENDE R 


H. W. BOZARTH 


S. HUBBARD 
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Why Stock TWO 


Kinds of Covers 


-when just 
ONE cover 
can be used 
for 

plaster or 


dry walls 


IRRON CONDE TI 


One Device 


Va’ Raised 


4° Sq. OUTLET 
BOX COVER 


Stock only,ONE Cover get THREE 


mportant uses at no extfa cost 


1 


Vaiime Ex perience 


active ingradients in a 


ARROW CONDUIT 
& FITTINGS CORP. 


129 30th Street, Brooklyn 32, N.Y 


Sales Representatives & Warehouse Stocks “ATLANTA GA 
* SALTIMORE, MD. * “BIRMINGHAM ALA + "CHICAGO. 
tL. * "CINCINNATI 37, OHIO * HA 


. ay 
* BOCHESTER, WY. + "SEATTLE, wasn 





ADVERTISERS’ INDEX 


Accurate Mfg. Co. 103 
Adam Electric Co., Frank 2: 
Adjustable Fixture Co. 
Advance Transformer Co. 
Allen Co., Inc., L. B. 
Allen-Bradley Co. 
Allis-Chalmers Mfg. Co. 
All-Steel Equipment, Inc. 
American Electric Switch Div., 
The Clark Controller Co. 
American Steel & Wire Div. of 
U.S. Steel Corp. 26, 27 
Amprobe, A Div. of Pyramid In- 
strument Corp. 19 
Anaconda Metal Hose Div., The 
American Brass Co. 20 
Anaconda Wire & Cable Co. 18, 49 
Appleton Electric Co. Second Cover 
Arro Expansion Bolt Co. 112 
Arrow Conduit & Fittings Corp. 164 
Arrow-Hart & Hegeman Electric 
Co., The 120, 121, 122 
Auth Electric Co., Inc. 134 
Benjamin Electric Mfg. Co., Sub- 
sidary of Thomas Industries, 
Inc. 115, 
Blackburn Corp., Jasper 
Blackhawk Industries 
Boston Woven Hose & Rubber 
Co. 
Briegel Method Tool Co. 
Bryant Electric Co., The 100, 
BullDog Electric Products Di- 
vision, I-T-E Circuit Breaker 
Co, $1. 43 
Bussmann Mfg. Co. Fourth Cover 
Carol Cable Co., Div. of the Cres- 
cent Co. Ine. 
Champion DeArment Tool Co. 
Champion Lamp Works 
Channel Master Corp. 
Chase-Shawmut Co., The 
Chase & Sons Inc. 
Cirele F Mfg. Co. 
Circle Wire & Cable a Subsidiary 
of Cerro de Pasco Corp. 
Clark Controller Co. 50, 
Colorado Fuel & Iron Corp. 
Columbia Products, Ine. 
Conduit Nipple Mfg. Co., Div. of 
Pittsburgh Nipple Works, Inc. 
Conduit Pipe Products 
Co. 160, 161 
Cordomatie Corp. 
Cornish Wire Co., Inc. 
Crescent Insulated Wire & Cable 
Co. 


PN el] Reed A 


No 


_— 
omrna 


Eagle Electric Mfg. Co., Ine. 

Easy-Heat, Ine. 13, 

Electrical Construction & Main- 
tenance 129, 130, 131, 

Electrical Fittings Corp. 

Electri-Flex Co. 

Electro Compound Co. 

Electrix Corp. 


Federal Pacific Electric Co. 


Fullman Mfg. Co. 


General Electric Co. 
Wiring Device Dept. 
135, 137, 139, 


Greenlee Tool Co. 


Heinemann Electric Co. 

Henderson-Hazel Corp. 

Hubbell Inc., Harvey : 

Hunter Div.-Robbins & Mvers, 
Inc. 

Hvykon Mfg. Co. 


Ideal Industries, Ine. 


Jenkins Brothers 


Keystone Mfg. Co. 152 
Kidde Ultrasonic & Detection 
Alarms, Inc. Subsidiary of 
Walter Kidde & Co., Inc. 126 
Killark Electric Mfg. Co. 52, 53 
Kraloy Plastic Pipe Co., Inc. 145 


Leigh Building Products, Div. of 
Air Control Products, Inc. 102 
Leviton Mfg. Co. 128 


Minerallac Electric Co. 162 
Minnesota Mining & Mfg. Co. 133 
Multi Electric Mfg. Inc. 140 


National Price Service 1 

National Supply Co.—Tubular 
Products Div. 

Nutone Ine. 


Paranite Wire & Cable Div., 
Essex Wire Corp. 

Pass & Seymour, Inc. 

Phelps Dodge Copper Products 
Corp. 

Plymouth Rubber Co., 
Inc. Third 

Porcelain Products Co. 

Prescolite Mfg. Corp. 


Quadrangle Manufacturing Co. 


Rawlplug Co., Inc., The 

Remceon, A Div. of Pyramid In- 
strument Corp. 

Republic Steel Corp. 

Revere Electric Mfg. Co. 

Reynolds Metals Co. 

Ridge Tool Co., The 

Rome Cable Div. of Aleoa 24, 

Royal Electric Corp. 


Sherman Mfg. Co., H. B. 
Simplex Wire & Cable Co. 
Smith-Gates Corp. 

Sola Electric Co. 

Square D Co, 

Steel & Tubes Div. 

Stephens Mfg., Inc. M 
Sun-Tron Corp. 

Sylvania Electric Products, Inc. ! 


Thiel Tool & Eng. Co., Ine. 
Thomas & Betts Co., The 
Tork Time Controls, Inc. 
Trine Mfg. Corp. 


Union Insulating Co. 
Utilities Safety Supply Co., Ine. 


Vaco Products Co. 
Victor Specialties 
Virden Co., John C 


Wadsworth Electric Mfg. Co., 
Inc., The 

Weaver Co., J. A. 

Western Insulated Wire Co. 

Whitney Blake Co. 


Xcelite, Ine. 
Youngstown Sheet & Tube Co., 
The 
g 
CLASSIFIED ADVERTISING 
F. J. Eberle, Business Mgr 
EMPLOYMENT OPPORTUNITIES 


EQUIPMENT 
Used or Surplus New 
For Sale 
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SAFE and SURE 
... 48S A SEIPKNOT SPLICE 


DEPENDABLE ADHESION... 
NEVER DRIES OUT 


Whaat do you look for in friction tape? Such a small part of the total 
F 2 job cost, yet so vital . . . each splice you make must be final, permanent 

and safe. In the long run, SLIPKNOT quality — tape that never dries 
out — that stays on the splice — costs you less. 





Expert electricians know that SLIPKNOT FRICTION TAPE has never 
failed ... that’s why it’s the most widely used friction tape in the world 


me ons ... why it’s found in all the best splices. It should be in all of yours. 
RECOGNIZED ‘ , . . 
Next time, specify SLIPKNoT from your distributor. 





PLYMOUTH RUBBER COMPANY, INC. 


QUALITY SINCE 1896 CANTON, MASSACHUSETTS 


59A 





Architects Engineers: Norman F. Six and Elliot C. Fletcher, Tampa 
and Schmidt, Garden and Erikson, Chicago 


Contractor: Miller Electric Co., Jacksonville, Fic. 


Electrical Protection is MODERNIZED 
with BUSS Fuses 


in the Tampa City Hospital - Tampa, Florida 


protective device be used. 

So in the main switch board are BUSS 
and FUSETRON § dual- 
element fuses, both applied to give the 
interrupting capacity and dependability 
needed on the circuits they protect. ie 


In this beautiful hospital it was found 
necessary to increase the electrical system. 
Modernization resulted in estimated avail- 
able fault currents of 150,000 amperes. 


fuses 


Hi-Cap 


With faults of this magnitude possible, it 
became essential that a superior type of 


rear. ine 
“fll 


x 
es. 


i 


Part of Main Switch Board Protected by 
BUSS Hi-Cap and FUSETRON fuses. 
Installation includes 6-2500 amp., 3-2000 
omp., 12-1200 omp., 9-800 amp. BUSS 
Hi-Cop fuses .. . and 3-600 amp., 9-400 
omp., 27-200 amp. FUSETRON fuses. 


WV 
HETHER you are modern- 


izing an electrical system or 
installing a new one — the high 
interrupting capacity, life-time 
dependability and maintenance- 
free features make BUSS Hi- 
Cap and FUSETRON fuses 
deserving of your special con- 
sideration. 
for more information 


On BUSS Hi-Cap Fuses... 
... write for bulletin HCS 


On FUSETRON duol-element Fuses. . 
..- write for bulletin FIS 





ANOTHER BUSS HI-CAP AND FUSETRON FUSE INSTALLATION — BUSSMANN MFG. DIVISION, McGraw-Edison Co. $T. LOUIS 7, MO. 


You supply the Safest, Most Dependable and 
Most Modern Electrical Protection when 
you sell BUSS and FUSETRON Fuses 


Only fuses offer the safety and dependability 
required for today’s circuits. Because of the ever 
increasing transformer and network capacities, 
power companies now consider it quite possible 
to have fault currents of 75,000 to 200,000 am- 
peres. 

Hence, the requirements for protective devices 
have been changed to assure safe interruption of 
these high fault currents. 

Fuses, because of their high interrupting ca- 
pacity and dependability, prove superior in meet- 
ing modern protection requirements. 

With Fuses Safe Protection Remains Safe 

The Modern protective device should remain 
just as safe and accurate through the years as it 
is on the day installed. Otherwise, how can you 


be sure it will interrupt these high fault currents 
should trouble occur 10, 15 or 20 years from now. 

This requirement too, is met by BUSS Hi-Cap 
and FUSETRON fuses — They remain safe and 
accurate and require no periodic inspection or 
recalibration, as they have no hinges, pivots, 
latches or contacts to stick or get out of order. 

Keeping these basic facts in mind will help 

you make profitable fuse sales 

Whenever you come across a customer inter- 
ested in modernizing his electrical system or in 
making a new installation — tell him the facts 
about the safety, dependability and trouble-free 
service fuses give. 

You not only may make a sale— but a sale 
that will stay sold through the years and be a 
goodwill builder for you. 


Bussmann Mfg. Division, McGraw-Edison Co., St. Louis, Mo. 





Electrical Protection Goes 


MODERN with BUSS FUSES 








